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The new product development process, and the use of marketing 
information, have each received a considerable amount of 
research interest in their own right. However, the 
relationship between the two areas has been largely neglected 
by researchers. Due to the critical importance of new product 
development activities to the continued viability of many 
companies, especially in an increasingly competitive global 
environment, this lack of attention is surprising. The thesis 
of this study is that the use of marketing information in the 
new product development process is an important one for 
corporate activity if such a process is to be successful.
The objective of this study is to examine the factors 
affecting the use of marketing information in the new product 
development process. This research develops and empirically 
tests a model of information use in the new product 
development process. The results show that factors such as the 
involvement and influence of a formal marketing 
department/division, the involvement and influence of the 
R&D/Technical Services, and the level of competition perceived 
by the firm to exist in its environment, have the most 
significant influence on the use of marketing information in 
the new product development process. The major sources of 
marketing information used in the new product development 
process are competitor analysis, the salesforce and customer 
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CHAPTER 1. INTRODUCTION
The primary purpose of this research is to examine the 
relationship between the use of marketing information and 
the New Product Development Process (NPDP). This
relationship is receiving increasing attention from 
researchers (More 1978, 1984, Gross 1985), however there are 
still large gaps in the literature concerning key elements 
of this relationship. This empirical research is an attempt 
to fill some of these gaps. This section will examine the 
importance of this relationship from a managerial and 
academic perspective. In addition, several research 
objectives will be outlined as the basis for the study.
1.1: MANAGERIAL IMPORTANCE OF THIS TOPIC AREA
A great deal of managerial and academic literature has 
focussed upon the NPDP as a key element of corporate 
activity. This emphasis in the literature underscores the 
importance of the NPDP to the firm. It has been suggested, 
for example, that New Product Development (NPD) is crucial 
for the long run success of any organisation. Muelloer 
(1971) states:
" An organisation that does not confront change, or 
believes that it need not innovate, stagnates, decays 
and dies." (p.34)
3 0009 02984 0175
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The need to innovate in order to remain financially viable 
often requires a firm's involvement in some form of new 
product development. Cannon (1978) states that the desire to 
earn profits fosters the impetus for new product 
development, and this profit is earned by being competitive 
in the marketplace. He goes further by stating explicitly 
that competition is the main impetus for new product 
development:
" In the .....  common situation of active competition
in the market place, invention, innovation and product 
development occur as a means of achieving growth at the 
expense of the other firms in the market besides 
contributing to the total market growth. R&D becomes 
both an aggressive weapon and an insurance policy".
(p.218)
New product development activities are often necessary for 
the longer term survival of many firms. Pessemier & Root 
(1973) state that new product introductions are vital to the 
growth of corporate revenues in both manufacturing and 
service industries with new products typically accounting 
for a sizeable percentage of annual sales, ranging from 7% 
to 50% across major industries. Booz, Allen and Hamilton 
(1982) report that firms expect new products to grow to 40% 
of corporate sales in the 1980's. Clearly in order to 
survive and grow, new product development is a commercial 
necessity for many firms, especially those in highly 
competitive environments.
3
As such, success in a competitive environment can often 
rely heavily on the efficiency of the New Product 
Development Process (NPDP) that is in use in a company. The 
efficiency of such a process is a key concern to management 
as it is in this area that a large percentage of a companies 
financial and human resources are often committed. There is 
an obvious desire to be able to produce new products as 
cost-efficiently as possible, and more importantly, 
successfully. "Successfully" is defined as the product sales 
meeting or exceeding the financial expectations of the 
introducing company (More 1978). Many horror stories exist 
which testify to the company resources that can be 
squandered on an unsuccessful new product.
Much of the literature concerning the NPDP has centred 
around the issue of the new product failure rate. Crawford 
(1977) in a summary of the literature in this area found 
that the new product failure rate varied from 30% to 90%. 
With such high new product failure rates, the NPDP has been 
the basis of many studies attempting to improve its 
efficiency. As Goulding (1978) stated regarding the NPDP:
"the route from new product idea to national launch is 
subject to a series of information-gathering exercises, 
the purpose of which is to improve the quality of the 
decisions made in the process" (p.12)
It is these information gathering exercises that have begun 
to interest researchers in this field. The NPDP is 
understood and followed in general terms by management.
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However in many instances this understanding, unfortunately 
is in general terms only and the extremely important "fine 
print" is often neglected. Awareness needs to be created 
amongst management that the NPDP is not an exercise in luck 
but rather a scientific process incorporating a degree of 
precision to it (Cooper 1982, 1984, 1988, Cooper and
Kleinschmidt 1986).
How then can a better understanding of the use of 
information, and in particular "marketing information" in 
the NPDP be useful in eliminating or helping to better 
understand these inefficiencies in the NPDP?. It is 
contended that in better understanding the use of marketing 
information in the NPDP a greater rate of new product 
development success may eventuate by eliminating many past 
sources of error.
Having outlined the importance of the NPDP to 
management, the academic importance of the relationship 
between the use of marketing information and the NPDP will 
now be examined.
1-2 ACADEMIC IMPORTANCE OF THIS TOPIC AREA
The NPDP is a key concern for academics due to its 
vital role in corporate activity. This is evidenced by the 
large volume of literature devoted to this process. The 
purpose of this section is to establish that the topic of 
marketing information use in the NPDP is an area worthy of 
academic research. Cannon (1978) stated:
5
"It is clear........ that the willingness and ability
to effectively tap all the resources of knowledge both 
external and internal to the firm is a major factor in 
successful innovation and new product development," 
(p.225)
Information use is therefore a critical aspect of the new 
product development process. In the United States, 
Conference Board studies have suggested that:
"inadequate market analysis remains the number one 
cause of product failure. A failure to research and 
understand the market before product development began
was the main culprit....  Managers frequently confessed
to a serious misreading of customer needs, too little 
field testing, and overly optimistic forecasting of 
customer needs and acceptance."(Hopkins 1971, 1980).
"Inadequate market analysis" equates to insufficient and 
ineffective use of marketing information in the NPDP. 
Cooper and Kleinschmidt (1986) found that the success or 
failure of a new product hinges on the efficiency of the 
predevelopment activities designed to analyse the 
marketplace. If the analysis is insufficient, the likelihood 
of new product failure is greatly increased. The greater and 
more efficient use of marketing information can only help 
correct the shortcomings in the NPD activities of many 
firms. Consequently, assisting in reducing the new product 
failure rate. Not surprisingly then, the need for a greater
6
understanding of management behaviour in generating and 
utilizing marketing information has been cited as an area in 
need of more formal investigation (More 1984). An 
examination of the factors that affect the use of marketing 
information by key executives is the major focus of this 
study.
This leads to the examination of the question: what 
exactly is "Marketing Information"? A universally accepted 
definition of what constitutes "marketing information" 
cannot be given. Is it "marketing research", "market 
research", or a combination of both? Is marketing 
information related to the Marketing Information System 
(MIS)? This study will be attempt to provide a definition of 
"marketing information".
Another issue of importance to academics concerns the 
term "information use". What constitutes "use" of 
information? An increasing number of studies have begun to 
examine the issue of information use in marketing decision­
making processes (Deshpande and Zaltman 1982, 1987, More 
1978, Perkins and Rao 1990). Again, there is no generally 
accepted definition of what constitutes information use or 
utilization. Many authors often create a definition to suit 
their particular research needs (More 1978, Deshpande & 
Zaltman 1982). This study will examine the concept of 
"information use" and apply it to the NPDP. This lack of 
consistency when dealing with the terminology relating to 
"marketing information" and the "use" of marketing 
inf ormation will be addressed in Chapter 3. The next 
section deals with the objectives of the study.
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1.3s OBJECTIVES OF THIS STUDY
There has been much research in both areas of interest, 
i.e., the new product development process (NPDP), and the 
concept of "marketing information", A growing area of 
interest has been the relationship between the use of 
marketing information and the NPDP. As with any new avenue 
of investigation, gaps exist in the literature and
refinements to existing knowledge will be necessary. The key 
research objective of this study is an attempt to achieve a 
better understanding of the information use practices of 
managers when developing new products. By obtaining greater 
insight into the nature and extent of the marketing 
information a manager uses in the NPDP further research may 
be directed towards any deficiencies which may be revealed 
in these information gathering activities. Hopefully 
resulting in a more efficient new product development 
process. This study has the following research objectives:
1. To determine the organisational, product/market, and 
company characteristics which are related to the use of 
marketing information in the new product development 
process.
2. To understand which sources of marketing information 
managers use in the new product development process.
3. To determine whether specific marketing information 
sources are related to specific stages of the new 
product development process.
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The following chapter provides a review of the relevant 
literature concerning the NPDP, and marketing information. 
The main purpose of the chapter is to provide background and 
historical support for this study, in particular 
highlighting the areas of research which need further 
examination.
Chapter 3 will propose a conceptualisation of 
"marketing information" and of information "use".
Chapter 4 will describe the research design and the 
methodology used in this study.
Chapter 5 presents the research findings and the major 
analytical technique (multiple regression analysis) used in 
this study.
Chapter 6 will address the key hypotheses and findings 
of the study.
The final chapter addresses the contribution of this 
study to the understanding of marketing information usage in 
the NPDP. The chapter also discusses the limitations of the 
research and provides directions for future research.
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CHAPTER 2. REVIEW OF THE LITERATURE 
INTRODUCTION
In the previous chapter the importance of examining the 
relationship between the new product development process and 
marketing information was briefly established. The purpose 
of this chapter is to review the literature concerning the 
two areas of interest, the NPDP and marketing information. 
Firstly, the NPDP will be reviewed and secondly the 
literature concerning marketing information.
At this stage a critical assessment of the literature 
will be completed outlining the deficiencies concerning the 
relationship between the two areas of interest.
2.1: A Review of the Literature on the New Product 
Development Process (NPDP)
There are two options that companies have when they 




The focus of this research is the "internal development" 
route to new product development. The use of marketing
information, which is an "internal" element of the company, 
is examined in the light of its affect on another internal 
element i.e., internal new product development. The first 
step in such an examination is the determination of what 
constitutes a "new" product.
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2.1.1: What Constitutes a New Product?
The term "new" in the new product development process 
needs to be clearly defined. Various definitions have been 
suggested from a range of perspectives. Firstly the issue of 
how the user/consumer of the product perceives the product 
(Wasson I960, Sampson 1970), and secondly, from the 
perspective of the company and its existing products and 
activities (Buzzell & Nourse 1968).
The second perspective is the one of concern in this 
study as the emphasis of this work lies with the individual 
company. Thus, the definition provided by Booz, Allen & 
Hamilton (1982), will be used. They identified six 
categories of new products in terms of their newness to the 
company and to the marketplace:
* New-to-the-world products: new products that create 
an entirely new market
* New product lines: new products that, for the first 
time, allow a company to enter an established market
* Additions to existing product lines: new products 
that supplement a company's established product lines
* Improvements in/revisions to existing products: new 
products that provide improved performance or greater 
perceived value, and replace existing products
11
* Repositionings: existing products that are targeted 
to new markets or market segments
* Cost reductions: new products that provide similar 
performance at lower cost
2.1.2: The New Product Development Process (NPDP)
The model illustrated in Figure 2.1 is the NPDP model 
that will be used as a basis for this research. This is due 
to its simplicity and wide acceptance by the marketing 
literature and industry. The basic model was proposed by 
Booz, Allen & Hamilton (1968) and updated in 1982. It 
required further modification before use in this study as 
practitioners suggested the introduction of a "Concept 
Testing" stage between "Screening" and "Business Analysis" 
(Kotler 1976, Feldman & Page 1984, Cooper 1984).
Two alternative models (Figure 2.2) are provided to 
indicate that NPDP can be perceived as a very complex 
process which can be broken down into many specific steps. 
However for the reasons stated above the augmented Booz, 
Allen and Hamilton (1982) model was chosen as the basis for 
this research.
A review of the literature concerning the NPDP will be 
conducted, using a stage by stage procedure to facilitate 
the examination of this multi-stage process.
12
FIGURE 2.1: BOOZ. ALLEN & HAMILTON7 S (1982) NEW 
DEVELOPMENT PROCESS
STAGES
1. New Product Strategy Development
2. Idea Generation







* As suggested by the literature.
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FIGURE 2,2: TWO ALTERNATIVE STAGE MODELS OF THE NPDP 
STAGES OF WIND'S (1982) MODEL





6. Generation and evaluation of the final product and its 
associated marketing strategy.
7. Design of a system for continuous evaluation of the 
product performance.
8. Product introduction
STAGES OF COOPER & KLEINSCHMIDT'S (1986) MODEL
1. Initial screening
2. Preliminary market assessment
3. Preliminary technical assessment
4. Detailed market study/market research
5. Business/financial analysis
6. Product development
7. In-house product testing
8. Customer tests of the product
9. Test market/trial sell
10. Trial production




STEP is New Product Strategy Development
This stage of the NPDP was not included in the Booz, 
Allen & Hamilton (1968) model. Their 1982 study however, 
found that this is an important step in the NPDP justifying 
its inclusion in their updated model.
The new product strategy links corporate objectives to 
the new product effort, and provides direction for the new 
product process. It identifies the strategic roles to be 
played by new products - roles that depend on the type of 
product itself and the industry. It also helps set the 
formal financial criteria to be used in measuring new 
product performance and in screening and evaluating new 
product ideas (Booz, Allen and Hamilton 1982).
STEP 2: Idea Generation
"The generation of a large number of innovative new 
ideas,..., is one of the most crucial first tasks in 
the NPDP" (Wind 1982, p.247)
Wind suggests that this is a logical approach to the NPDP 
situation. Clearly the more idea options a company has the 
opportunity to examine, the greater the chance of finding a 
suitable one. It is worth noting however, that Booz, Allen & 
Hamilton (1982) have suggested that too many irrelevant 
ideas can lead to the squandering of resources by the firm 
and that only a few relevant ideas should be treated 
seriously by the company.
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The search should be a systematic one rather than a 
haphazard approach, this is to avoid being inundated with 
scores of ideas which are trivial and not relevant (Kotler 
1983) . This step is seen as a critical element of the NPDP 
as if the ideas generated are not useful then the whole 
process fails before it even begins (Cooper 1988).
Many authors contend that by satisfying consumers unmet 
needs you will reduce your new product failure rate, 
therefore, look at your customers for new ideas (Von Hippel 
1978, Sampson 1970, Tauber 1973, 1974). Sampson dealt with 
the use of "brainstorming/modified Synectics approach” to 
generate ideas, while Tauber (1974) stated that companies 
need to:
"more fully embrace it (the marketing concept) in our 
managerial and research practices by seeking out, 
developing and introducing products that fit important 
unmet needs", (p.70)
Lawton & Parasuraman (1980) dealt with the implementation 
of the marketing concept amongst American corporations to 
try and determine whether or not the customer was the focal 
point for idea generation in the United States, and 
concluded that many companies only paid "lip-service” to the 
concept. Andrews (1975) in his work provided a popular 
classification for key sources of ideas as being either 
internal or external to the company. Buzzell and Nourse 
(1967) found that the majority of new product ideas arose 
from internal sources. Company personnel in sales, marketing
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and new product departments are useful in this respect, 
possibly due to their contact with the outside world, 
companies may actively seek ideas from suppliers, agents, 
other organisations or individuals in chains in which they 
are involved, as well as conducting national or 
international patent searches in their fields of interest 
(Cannon 1983).
STEP 3: Screening and Evaluation
Once a number of ideas have been generated, a company 
must then reduce this number by eliminating those with the 
least potential. Wind (1982) suggests that there are three 
major steps of any idea/concept evaluation procedure:
(i) initial management screening
(ii) consumer-based screening and evaluation
(iii) initial economic evaluation (the Business 
Evaluation Stage)
Screening can be viewed as a tentative decision to commit 
initial and limited resources to an embryonic project in 
order to prove the project's viability and potential. It is 
a decision to undertake some preliminary studies and 
appraisals, after which the project will be re-evaluated in 
light of new and more complete information (Cooper 1988).
This issue is also addressed by More (1982), who 
recognised the uncertainties managers must face due to 
limited information when determining the risk factors 
between ideas that are either dropped or proceeded with.
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À major concern at this stage of the NPDP is the choice 
of criteria to be used by management to evaluate the 
ideas/concepts. Cooper & De Brentani (1984), looked at this 
issue when analysing the criteria utilised by industrial 
marketers in their screening decisions. Of 84 criteria 





(iv) Product differential advantage.
The ideas that survive the initial screening process can 
then be developed into "concepts". Useful approaches at this 
stage of the NPDP include some relatively sophisticated 
approaches such as multi-dimensional scaling and conjoint 
analysis. These techniques are often viewed as essential in 
fine tuning a concept (Wind 1982).
STEP 4 : Concept Testing
Concept testing is the process of presenting the 
product description to a group of potential users in order 
to obtain some response to the total concept and its 
specific attributes (Goulding 1983). Wind (1982) states that 
the heart of most concept testing procedures is the 
assessment of the consumers likelihood to buy the concept. 
The key concern of concept testing is to determine whether 
the concept is sufficiently appealing to the customer to 
generate purchase once the product has been developed. Much
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of the debate concerning concept testing revolves around the 
issue of which methods are the most appropriate to achieve 
this goal. The central issue in this debate centres around 
the relative merits of qualitative and quantitative 
approaches to concept evaluation (Tauber 1972, Wind 1973, 
Iuso 1975, Tauber 1974).
STEP 5: Business Analysis
Business Analysis is the stage in which surviving 
concepts are evaluated for their viability as business 
propositions. This involves such activities as market 
segmentation studies, sales forecasting, pricing and 
financial analysis, and marks the point where substantial 
costs begin to be incurred in the planning for a new product 
(Feldman & Page 1984).
The ultimate measure of a products success is whether 
or not its introduction to a marketplace generates profits 
for the firm. As such an important area of concern has been 
the development of techniques to assist in the analysis of 
the GO/NO decision for new product development.
The general approach to this financial analysis is to 
compare alternative new projects, either with each other or 
some in-company standard, using criteria which give some 
indication of future profitability (Goulding 1983).
Available for use by management are a range of models 
developed to assist with the business analysis stage:
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* Risk analysis (Hertz 1964)
* DEMON model - Decision Mapping via Optimum GO/NO 
Networks (Charnes, Cooper, Devoe & Learner 1966)
* SPRINTER Vol I,II,& III - Specification of PRofits with 
INTER dependencies (Urban 1967, 1968)
" NEWPROD - (Assmus 1975)
STEP 6: Development
This stage is concerned with the physical development 
of the product, from concept to a tangible form. This area 
has not received much emphasis in the literature as it is 
viewed as a matter of course. However some concern has been 
raised that the use of resources in this stage should be 
monitored so as ensure efficient use (Feldman & Page 1984).
STEP 7: Testing
This stage is primarily concerned with fine tuning the 
product and the other elements of the marketing mix before a 
full scale market launch. The overall objective of this 
stage is to gain an insight into likely problem areas 
relating to the purchase and usage of the product, since 
misconstructions in the concept, product, marketing mix and 
targeting can be costly if not identified at an early stage. 
Product testing has been conducted with the following 
objectives in mind (Goulding 1983):
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(i) concept validation (Bloom 1977)
(ii) comparison with competitive substitutes where available
(iii) cost/profit optimisation in product formulation 
(Rabino & Moskowitz 1980)
(iv) choosing the optimum product range.
Test marketing is a strategy often employed at this stage. 
Test marketing involves testing your marketing mix variables 
in a real situation, the "test market" being a particular 
city, geographic area and so on. The rationale is to fine 
tune the launch strategy here before going on a national 
full scale launch. The test market findings may also result 
in the launch being abandoned even at this late stage.
Cadbury (1975) details at length some of the key 
concerns associated with the decision as to whether or not 
test market stating that it is a decision which should never 
be routine.
STEP 8: Commercialisation
Commercialisation refers to the stage where the product 
is launched onto the marketplace. Mistakes made during this 
period are frequently fatal and costly to rectify. The 
launch period of the new product or brand is critical for 
long term success.
The above examination of the NPDP was designed to 
provide a brief overview rather than a discussion of the 
intricacies of such a complex process. This study 
deliberatly simplifies the NPDP rather than overcomplicating 
it, in an attempt to assist accurate data collection.
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The failure rate of brands, even those for whom a 
sufficiently rigourous development process has been 
conducted is sufficiently high to indicate that this stage 
is a critical stage on the route to failure or success 
(Cannon 1978). Dundas & Krentler (1982), indicate that this 
stage is particularly critical for new industrial goods and 
that the greatest number of failures occur here, they 
propose the use of the Critical Path Method (CPM) as a 
solution to the problem. The CPM utilizes a detailed flow 
chart describing the introduction of a new product, avoiding 
pitfalls, it provides a time frame for the completion of 
each task until reaching the ultimate goal i.e., successful 
introduction of a new product.
The success or failure of a product can only be 
determined after its launch, this leads to the following 
area of the NPDP which has received great attention from the 
literature i.e., the new product failure rate. Much of the 
literature in this area focuses on determining why new 
products fail (Booz, Allen & Hamilton 1963, Souder 1979, 
1981, Cooper 1978, 1979, 1982, 1984a, Calantone & Cooper 
1981, Cooper & Kleinschmidt 1986, 1987, Link 1987, Johne & 
Snelson 1988). These studies concentrate on ascertaining the 
particular reasons for new product failure and attempt to 
provide solutions to the problem.
One issue which has been noted in the debate concerning 
reasons for product failure is accurately determining 
exactly what is the failure rate of new products. Crawford 
(1977) investigated this issue and was also concerned with 
the fact that advances in marketing knowledge /research over
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time has had little effect on reducing the rate of failure. 
Cooper (1982) examined two issues, firstly determining 
exactly what level is the new product failure rate, 
concluding that it was 41%, and secondly, attempted to 
determine the extent to which companies utilise a formal new 
product development system. The issue of how much emphasis 
is placed on utilising a formalised approach to NPDP was 
also examined by Feldman & Page (1984).
The literature review indicates that such a complex 
process as the NPDP will be an area of concern to academics 
and practitioners as long as there are new products 
introduced onto the marketplace. The review has highlighted 
that even though the NPDP is a very important element in 
corporate activity there still remain avenues of 
investigation open to the researcher, especially in 
improving the efficiency of the process. This desire to 
understand the NPDP leads this research to the area of 
marketing information which will now be reviewed.
2.2: A Review of the Literature on Marketing Information 
Goulding (1978) states that:
" the route from new product idea to national launch is 
subject to a series of information-gathering exercises, 
the purpose of which is to improve the quality of any 
decisions made in the process.” (p.12)
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Goulding (1978) viewed the NPDP as a series of information 
gathering exercises designed to improve the quality of 
decisions made. What are these information-gathering 
exercises that are used to improve the route to successful 
new product development? Are they perhaps gathering 
"marketing information"? There is unfortunately no universal 
agreement as to what "marketing information" actually is. 
This creates difficulty in attempting to evaluate the 
literature in the area. What will be used as a guide in this 
study is the concept of the Marketing Information System 
(MIS). Kotler (1976) states that:
"A marketing information system is a continuing and 
interacting structure of people, equipment and
procedures designed to gather, sort, analyse, evaluate 
and distribute pertinent, timely and accurate
information for use by marketing decision makers to 
improve their marketing planning, execution and
control." (p.188)
The MIS will be examined in detail as its elements will 
provide a suitable basis from which to review much of the 
literature concerning "marketing information".
There are 4 parts to an MIS:
(i) an internal accounting system
(ii) a marketing intelligence system
(iii) a marketing research system
(iv) an analytical marketing system (Kotler 1976).
The MIS is illustrated by Figure 2.3:



































2.2.1: The Internal Accounting System
The most basic information system utilised by marketing 
executives is the internal accounting system. It is the 
system that reports orders, sales, inventory levels, 
receivables, payables and so on. By analyzing this 
information, marketing managers can spot important 
opportunities and problems (Kotler 1976).
2.2.2: The Marketing Intelligence System
Whereas the internal reports system supplies executives 
with results data, the marketing intelligence system 
supplies executives with happening data. Kotler (1976) 
states :
"The marketing intelligence system is the set of 
sources and procedures by which marketing executives 
obtain their everyday information about developments in 
the external marketing environment." (p.192)
Forms of marketing intelligence carried on by marketing 
executives are:
"by reading books, trade publications, talking to 
customers, suppliers, distributors and other outsiders, 
talking with other managers or personnel within the 
company." (p.192)
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Various sources of obtaining external marketing intelligence 
have been discussed in the literature. The relationship 
between the salesforce and marketing intelligence having 
received much emphasis. Webster (1965) cited four major end 
uses for data provided by salesmen: product planning, sales 
forecasting, competitive strategy and pricing. Moss (1979) 
deals with the value of the industrial salesman as a source 
of information, he states:
"the market research study has the advantage of wider 
coverage than existing and immediately potential 
customers but rarely does the market research 
investigator have the knowledge and the closeness to 
the customer to enable him to obtain the depth of 
information which can be obtained by the salesman." 
(p.94)
The issue of whether or not the information received from 
the salesforce is a help or a hindrance in terms of its 
accuracy is addressed by numerous authors. Grace & Pointon 
(1980) found their results to be inconclusive, whereas Fouss 
and Solomon (1980) suggested that neutral parties were 
better suited at obtaining information. As is evident there 
is no consensus on the overall value of the information 
received from the salesforce.
Reddy & Marvin (1986) examined the possibility of a 
manufacturer-distributor partnership to assist in the 
sharing and use of marketing information.
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2.2.3 The Marketing Research System
Kotler (1976) provides a definition:
"Marketing research is the systematic design, 
collection, analysis and reporting of data and findings 
relevant to a specific marketing situation facing the 
company." (p.194)
The distinction between "marketing intelligence" and "market 
research" should be identified. Marketing intelligence 
concerns itself with the constant scanning of the 
environment for information whereas market research relates 
to seeking SPECIFIC information for a PARTICULAR SITUATION 
facing the firm. Thus marketing research is conducted to 
better understand and deal with a particular marketing 
problem.
The literature has examined "marketing research" from a 
number of different perspectives. A key issue of this 
research is how this marketing research is perceived by its 
utilisers, namely marketing and non-marketing managers, as 
it is they who have to decide if its findings are useful in 
new product decisions.
Krum (1978) examined how market research departments 
are perceived within their organisations. He concluded that 
though they are perceived as valuable, many organisations 
prefer to isolate the marketing research departments from 
directly having major inputs into the key decisions made by 
the organisation. Bellenger (1979) looked at marketing 
managers perceptions of marketing research in terms of its 
costs, timeliness, usability of results> impact on decision
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making, and ethics of researchers and concluded that overall 
there is a favourable attitude to marketing research even 
though improvements are suggested.
Deshpande & Zaltman (1982) examined the factors 
affecting the use of market research information by 
managers. Five factors were found to be of particular 
importance in determining whether or not the research 
results were "used". They are: organisational structure, 
technical quality, surprise, actionability, and researcher- 
manager interaction. Sinkula (1988) examined the use of 
external market research results by in-house marketing 
departments and used modifications of Deshpande and Zaltman 
(1982) factors for research use. Findings indicated that two 
organisational factors as well as three perceived 
characteristics of market research information are important 
in explaining utilisation of external suppliers of market 
research information.
Moriarty and Spekman (1984) attempt to gain greater 
understanding of information procurement and information use 
processes used during the industrial buying process. 
Characteristics of the buying situation, the phase in the 
buying process, organisational and individual 
characteristics (addressed also by Deshpande & Zaltman 
1982) were examined as possible explanatory variables for 
the use of marketing information.
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As an extension of their previous work, Deshpande and 
Zaltman (1984) examined the issue of the perceptions 
managers and market researchers have of each other. This 
study demonstrated that both parties have differing views 
concerning the factors that make research information 
useful. Deshpande & Zaltman (1987) extended their previous 
work (1982) further by comparing the factors affecting 
information use between consumer and industrial firms.
The direct relationship between new product development 
and marketing research/information has not been totally 
neglected. Cardozo et al (1972) used a controlled experiment 
to examine the new product decisions made by executives and 
market researchers when provided with different types of 
marketing information. The results indicated a difference in 
information preferences between the two parties, with 
managers often using limited and inexpensive forms of data 
in contrast to market researchers more detailed and 
expensive information choices.
Tauber (1974) dealt with how the use of market research 
can discourage major innovations because of the idea 
screening methods employed. He found that many techniques 
are biased in favour of minor or continuous innovations but 
reject . major innovations which can dramatically affect 
lifestyles of the respondents used in this type of research.
Crawford (1977), as stated previously, examined the 
relationship between market research and the new product 
failure rate in attempt to determine why advances in 
marketing knowledge have not reduced this failure rate. More 
(1978) examined the use of primary and secondary data for
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new industrial products. He examined the sources of this 
data and how it is utilised by members of the organisation. 
More (1984), was concerned with the timing of market 
research in the new product development process.
Gross (1985) , examines the use of market research for 
critical decisions and concluded that major new activities 
or new products is an area where the use of market research 
is critical.
The relationship between the market research aspect of 
the MIS and the NPDP has received attention from various 
authors who have examined it from differing perspectives. 
However the impact of market research information on the 
overall NPDP has been neglected.
2.2.4 The Analytical Bank
Kotler (1976) stated an analytical marketing system 
consists of advanced techniques for analyzing marketing data 
and problems. It consists of a statistical bank and a model 
bank:
(i) The statistical bank is a collection of statistical 
procedures for extracting meaningful information from the 
data e.g., multiple regression analysis, discriminant 
analysis, factor analysis and so forth.
(ii) A model bank is a collection of models that will help 
the marketer make better marketing decisions. Useful methods 
have been developed for new product sales forecasting (Silk 
& Urban 1978), site selection, sales call planning, media 
mix determination, and marketing mix budgeting.
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2.3: The Marketing Information System Literature - A Brief 
Review
Much of the MIS literature is concerned with the total 
MIS, and indirectly with marketing information. Hence this 
literature will only be briefly reviewed.
Establishing and rationalising the need for an MIS in a 
corporate situation has been a concern of some authors, (Cox 
& Good 1967, Montgomery & Urban 1970). In subsequent 
research the emphasis shifted to evaluating the progress of 
MIS development in corporations (Gibson et al 1973 , 
Montgomery 1973, King & Cleland 1974, Assmus 1977, Piercy 
1979) .
From here, advanced models of information systems have 
been proposed to assist not only in marketing decisions but 
strategic decisions, whilst still utilising similar 
information sources as an MIS, (Benjamin 1979, Jagieta & 
Patel 1981, Goretsky 1983, Zinkham & Gelb 1985).
2.4: The Gaps in the Literature Concerning the Relationship 
Between the Use of Marketing Information and the New Product 
Development Process
Very little research has been conducted specifically 
examining the relationship between the New Product 
Development Process and marketing information, though 
certain aspects of the relationship have been examined as 
peripheral issues. The marketing information/NPDP 
relationship has not been the major emphasis of any work to 
date. More (1978) has come the closest by examining the use 
of "market research", information i.e., classified as primary
32
and secondary sources of marketing information, in the NPDP 
of industrial firms. However he focussed more on the aspect 
of man-hours spent obtaining this information.
Furthermore, there is no universal agreement as to what 
actually constitutes "marketing information", with the terms 
market research, marketing intelligence and marketing 
information being used interchangeably. More (1978) is a 
case in point.
This raises the question: where has the emphasis in the 
literature been directed? Decision-making models for use by 
management have been a common area for research. These 
decision-making models utilise information, and it was 
suggested that information was a necessary component for the 
efficient and accurate use of these models, yet it was not 
specified how this information was to be obtained, and from 
what sources.
Other areas of research dealt with specific aspects of 
the NPDP e.g., idea screening, and suggested that 
information be better utilised. However not many practical 
suggestions were forthcoming. Much has been written 
concerning the implementation of MIS systems yet no-one has 
considered the systems use specifically relating its 
possible advantages for new product development.
The main emphasis of much of the literature on the NPDP 
has concerned the new product failure rate. This is 
understandable, as the NPDP is a very costly process 
utilising a great deal of a company's resources. If, as the 
literature states, that the failure rate is relatively high 
(Buzzell & Nourse 1968, Crawford 1977, Cooper 1982, Booz,
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Allen & Hamilton 1968, 1982) firms face significant 
financial losses in the event of product failure. Thus it is 
definitely in the interest of corporations to obtain 
appropriate marketing information to reduce this element of 
"risk" associated with new product development. Indeed 
Cooper (1979) is so bold as to state that the key 
determinants of success are directly related to management 
and hence controllable, there is no "gamble" with the new 
product development process per se.
It is clear from the literature that the causes for new 
product failure have been identified to a large extent, yet 
products are still launched which continue to fail. What 
then is the significance of this for use of marketing 
information?
Basically the role of marketing information in the NPDP 
must be one which is going to assist in better decision 
making by management thus increasing the probability of a 
successful new product launch. Any work involving marketing 
information and NPDP should revolve around the issue of 
success or failure of new products. The new product 
development process is such a vital factor in an 
organisations policy that its efficient functioning must be 
a major management concern.
Thus how can marketing information be utilised to 
assist in lowering the failure rate? The literature suggests 
that there are several key reasons for product failure, 
these being:
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(i) Management ineptitude or lack of management support, 
leading to insufficient market analysis (Cooper 1984, 1988, 
Cooper & Kleinschmidt 1986).
Associated with this point are several issues regarding 
the efficient development of new products. The contribution 
of management ineptitude to new product failure is immense, 
several of the key reasons for new product failure listed 
below are directly associated with management activity or 
inactivity.
The level of support offered by management during many 
key stages of the NPDP (particularly predevelopment 
activities) is a critical factor in determining the success 
or failure of a new product. By understanding the 
information use practices of managers it will enable the 
researcher to identify some of the areas where this 
ineptitude and lack of support, which results in 
insufficient market analysis, is the most damaging. As a 
result it may lead to enlightening management as to the 
necessity of greater care and concern regarding the 
information gathering and market analysis stages of the 
NPDP.
(ii) Not introducing a "superior” product onto the 
marketplace - (Cooper & Kleinschmidt 1987).
This point is related to management activity, as it is 
also a result of inefficient/insufficient market analysis. A 
"superior" product refers to how consumers perceive the new 
product offering them advantages over existing products that 
they - use. A greater use of marketing information should
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allow firms to accurately gauge whether or not their new 
product offerings will be perceived as "superior” by the 
end-user, resulting in demand for the product. It is of 
little value if the company perceives its offering as 
superior if the consumer does not.
(iii) Not following a formal new development process 
explicitly, rather only utilising certain aspects of it or 
following a formal process however not utilising it properly 
through the lack of pertinent and timely information (Cooper 
1988, Feldman & Page 1984). Again, the onus is on management 
to ensure that an efficient NPDP is in place. By examining 
the stages of the NPDP that companies do go through, and the 
marketing information they use at these stages, greater 
understanding of the relative strengths and weaknesses of 
their activities will be obtained. As a result it will 
provide an indication as to possible areas of improvement.
(iv) Lack of acceptance of the Marketing Concept - (Tauber 
1973, Ginter & Talarzyk 1978).
The marketing concept views the consumer as the 
critical factor in all elements of management decision­
making.. As a consequence, the consumers needs and wants are 
carefully monitored by the firm through the use of adequate 
marketing information. Many new products fail because the 
marketplace i.e., consumer is ignored. This is again 
attributable to management.
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(v) Organisational structure which inhibits the efficient 
functioning of the NPDP (McTavish 1984).
Organisational structure often prevents the efficient 
flow of marketing information within an organisation thus 
hindering the efficient functioning of the NPDP. Management 
may desire certain marketing information, however due to an 
inefficient communication network (as a result of company 
structure) they may not receive it in the relevant time 
period or in a useful form.
(vi) Disharmony between Marketing/R&D - (Gupta et al 1986, 
Souder 1978, 1981, Cooper & Kleinschmidt 1987) i.e., 
distribute marketing information within the company, 
marketing department to R&D department.
Conflict between Marketing and R&D often leads to 
critical information: not being passed on, distorted in a 
detrimental fashion, or disregarded by the recipient. 
Successful new product development is more likely to occur 
in situations where the R&D/Marketing interface is quite 
good.
The literature review has clearly shown that little 
attention has been paid to examining the nature and extent 
of information used in the NPDP. The nature of this study is 
therefore descriptive, designed to fill this gap. If the 
better utilisation of marketing information can help 
counteract any of the above reasons for failure then it will 
have a major role to play in a more efficient new product 
development process.
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It is evident that an examination of the use of 
marketing information in the new product development process 
is necessary yet no-one has specifically examined this 
relationship. On the basis of this literature review the 
next chapter will examine the theoretical aspects of the use 
of marketing information in the NPDP.
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CHAPTER 3: A CONCEPTUALISATION OF MARKETING INFORMATION 
INTRODUCTION
The purpose of this chapter is to provide a definition 
of the term "marketing information" in the context of the 
NPDP. The need for such a definition stems from the lack of 
consensus as to what "marketing information" actually does 
encompass. Furthermore, why should it be viewed differently 
from the widely used terms "marketing research" or "market 
research", which have been of much more interest to 
researchers. To exacerbate the situation these two terms 
"marketing research" and "market research" are often used 
interchangeably as well.
The term "marketing research" has been explicitly 
defined by numerous authors (Kotler 1974, Deshpande & 
Zaltman 1982), yet these definitions of "marketing research" 
have not been adopted by all researchers. Many authors 
often provide a definition to suit their own particular 
purposes. Some authors have used the term "marketing 
research" to define all types of marketing information, 
while others use the same term (or "market research") to 
refer to a specific formal research project. Thus there is a 
definite need for some uniformity when dealing with these 
terms.
While new product development activities are viewed as 
a continuous process, they may be planned or sometimes 
happen haphazardly as a result of receiving marketing 
information which was not specifically sought by the 
company. To use Kotlers' (1976) definition of "marketing 
research", where it is research conducted for a specific
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purpose, would limit the scope of this study by omitting 
many information sources which could be vital in 
illustrating/understanding the marketing information use 
practices of managers.
For the purposes of this study a definition of
"marketing information" is developed which encompasses a
variety of information sources utilised by companies to
overcome the uncertainties of developing new products.
3.1: WHAT IS MARKETING INFORMATION?
Much of the literature cited in regards to "marketing 
information" is part of the body of knowledge concerning the 
Marketing Information System (MIS). In review, Kotler (1976) 
states:
"A marketing information system is a continuing and 
interacting structure of people, equipment and 
procedures designed to gather, sort, analyse, evaluate 
and distribute pertinent, timely and accurate 
information for use by marketing decision makers to 
improve their marketing planning, execution and 
control." (p.188)
The use of an MIS has been proposed as the solution to 
marketing executives information needs (Cox & Good 1967, 
Montgomery & Urban 1970, Benjamin 1979) . However in reality 
its utilisation has been rather limited (Montgomery 1973, 
Gibson et al 1973, Jobber & Rainbow 1977).
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Though numerous companies have utilised elements of an 
MIS, a total implementation of the concept is yet to be 
achieved by many companies. In particular the analytical 
bank has received little attention in the study of companies 
marketing information systems. Therefore, the emphasis of 
this study will be on the two key elements of a MIS that the 
literature suggests are most widely used by companies:
* marketing intelligence
* market research.
3.1.1: A Definition of Marketing Information
A merger of the two key elements of the MIS is used to 
develop a definition of the term marketing information. 
Kohli & Jaworski (1990) have provided an excellent starting 
point in the definition they provide of "market 
intelligence" in their study of the marketing concept. They 
state:
"Intelligence may be generated through a variety of 
formal as well as informal means (e.g., informal 
discussions with trade partners) and may involve 
collecting primary data or consulting secondary 
sources." (p.4)
The mechanisms include meetings and discussions with 
customers and trade partners (e.g., distributors), analysis 
of sales reports, analysis of world-wide customer databases, 
and formal market research such as customer attitude 
surveys, sales response in test markets and so on.
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The term "market intelligence" unfortunately is 
destined to create confusion between the distinction of the 
widely accepted definition of marketing intelligence - 
"happening data" and marketing research - "research for a 
particular marketing problem" as defined by Kotler (1976).
Therefore to eliminate any ambiguity the following 
definition of marketing information which is based on Kohli 
& Jaworski's (1990) description is used throughout this 
study:
"It is information which marketing executives obtain or 
utilise either for the purpose of assisting in the 
daily monitoring of developments in their internal or
external marketing environment, or, to facilitate the
formal collection, analysis and reporting of data and
findings relevant to a specific marketing situation. h
For the purposes of this study, the other two elements of 
the MIS i.e., the internal accounting system and the 
analytical system are not ignored, but rather play a less 
significant role. This is due to the fact that the internal 
accounting system is designed to provide data on sales of 
existing products, and the analytical system is used to 
analyse data provided by the marketing intelligence system 
and the marketing research system.
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3.2 THE "USE" OF MARKETING INFORMATION
Of key concern is what exactly is knowledge use 
/utilization?
Larsen (1980) highlights this problem:
"It is generally recognised that there is no one 
activity which delineates knowledge utilization and 
that there is no one definition which is both precise 
and comprehensive." (p.426)
Various authors have provided differing views as to what the 
term "knowledge use" refers to, some of the key distinctions 
are summarised by Deshpande & Zaltman (1982),
(i) The distinction between professional social inquiry, 
characterised by traditional controlled scientific 
investigation, and ordinary or commonsense knowledge derived 
from the careful analysis of experience (Deshpande 1979,
Lindblom & Cohen 1979).
(ii) There are distinctions concerning the types of
knowledge, e .g ., substantive knowledge about the core
problems of a discipline has been distinguished from
knowledge relating to the tools and technology employed to 
examine these substantive problems (Weiss 1980).
(iii) Distinctions are also commonly made between knowledge 
which has a clear physical manifestation, such as new 
technology being expressed as a new product or service and
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knowledge which is only manifested as an idea or a concept 
(Larsen 1980, Zaltman 1979).
(iv) "instrumental" and "conceptual" uses of knowledge:
• "instrumental use" refers to the direct application of 
knowledge to solve a particular problem or make a particular 
decision.
• "conceptual use" refers to information utilised for 
general enlightenment rather than for any current action a 
decision maker is contemplating (Weiss 1980).
The marketing literature provides a variety of
definitions. Deshpande & Zaltman (1982) for their purposes, 
dealt with the instrumental use of knowledge when analysing 
a particular problem or making a particular decision. 
Perkins & Rao (1990) have avoided explicitly stating what 
the term "use" encompasses. Rather they operationalised it 
as information referred to and instrumental in the final 
decision. Lee et al (1987) provide the following definition 
of market research usage:
"we consider it to be reflected in changes in the 
decision maker's confidence and/or demonstrable, 
verifiable effects on the decision itself", (p.188)
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More (1978) operationalises "use" as the total number of 
man-hours of market research carried out accessing secondary 
information services.
As is evident from the foregoing definitions there is a 
degree of variation as to the most appropriate definition 
for the term "use”. In the past the nature of the study has 
been the determining factor. For the purposes of this study, 
the following definition of the term "use" will be provided 
in an attempt to draw together many of the definitions 
prevalent in the literature:
"The use of marketing information is the activity of 
referring to particular information sources or having 
received information from sources, and the degree to 
which these information sources have some influence 
over any new product development activities being 
undertaken by marketing executives."
The word "influence" is included to allow the "conceptual 
use" of marketing information i.e., information used other 
than for a specific decision, to enter into the definition 
of "use". As limiting the definition to "instrumental use" 
would not be appropriate as Weiss (1980) indicates:
"Instrumental use seems to be rare, particularly when 
the issues are complex, the consequences are uncertain, 
and a multitude of actors are engaged in the decision­
making process", (p.397)
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This broad definition covering both instrumental and 
conceptual use/utilisation was necessary in order to cover 
all aspects of the NPDP. The next step is to determine the 
factors likely to influence the "use" of marketing 
information in the NPDP.
3.3: THE OBJECTIVES OF THE STUDY: THE USE OF MARKETING 
INFORMATION - WHICH, WHERE AND WHY?
The purpose of this study is to provide a description 
of the information use practices that marketing executives 
follow in the NPDP. More specifically the following areas 
will be addressed to determine:
3.3.1 Primary Objective
To build a model which explains variations in the use 
of marketing information in the New Product Development 
(NPD) process.
3.3.2: Secondary Objectives
(i) To understand the sources of marketing information 
managers use in the new product development
(ii) To determine at what specific stages of the NPDP 
are these marketing information sources used?
These areas will be examined more closely:
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3.3.3: A General Model Explaining the Use of Marketing 
Information in the New Product Development Process
This area is the key concern of the study, what factors 
can cause variance in the dependent variable, i.e., the use 
of marketing information by companies in the NPDP. A model 
is developed (Figure 3.1) to illustrate the factors 
considered, a priori, to determine the nature and extent of 
the use of marketing information. As illustrated in Figure 
3.1, four groups of variables (namely, organisational, 
company, product/market and individual level
characteristics) are thought to impact upon the dependent 
variable. The general model of the use of marketing 
information provides an overview of the many factors which 
the literature suggests may explain the variance in use of 
marketing information. It is obviously beyond the scope of 
this study to examine all of the areas highlighted. 
Therefore the key independent variables will be discussed 
and from these, hypotheses will be drawn.
3.4: THE KEY INDEPENDENT VARIABLES
The following variables were identified from a review 
of the literature regarding marketing information use.
3.4.1: Organisational Factors
The literature suggests that organisational factors are 
very important in influencing information use. Rich (1979) 
found that organisational factors are more important than 
individual difference variables in explaining why and how 
social science information is used by federal policy makers.
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FIGURE 3.1: A GENERAL MODEL OF FACTORS AFFECTING THE USE OF 
MARKETING INFORMATION















1. Size of company
2. Implementation of a formal NPDP
3. Existence of a Marketing Department
4. Importance of NPDP to the firm
5. NPDP experience of the firm
6. Information system formality
III. PRODUCT/MARKET CHARACTERISTICS
1. Type of product/market
2. Competitiveness of the market
IV. INDIVIDUAL LEVEL CHARACTERISTICS
1. Experience in developing new products
2. Functional orientation of key informant
3. Importance of NPDP success to the individual
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Deshpande & Zaltman (1982) investigated the factors 
affecting the use of market research information by 
marketing firms and found the most important variable was 
related to that of organisational structure. Kohli & 
Jaworski (1990) suggested that both formalisation and 
centralisation limit the generation and utilisation of 
marketing intelligence.
A review of the literature concerning the effect of 
organisational structure variables on the use of marketing 
information has indicated that the following areas have 




This is not surprising, as they are the key elements of an 
organisations structure. Each will be examined to determine 
the effect it may have on the use of marketing information 
in the NPDP. The other elements of organisational structure 
as illustrated in Figure 3.1 have not been examined in the 
literature to determine their effect on information use. 
Hence they will not be a concern of this study.
3.4.1.1: Hypothesized Relationship Between Formalisation and 
Use of Marketing Information
Formalisation is defined as the degree to which jobs 
within the organisation are standardised (Robbins 1982). It 
is an attempt to determine the degree of flexibility a
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manager has when completing his job. Deshpande & Zaltman 
(1982), found that the greater the formalisation in an 
organisation the less the use of market research 
information. Due to the stricter adherence to rules and 
regulations in a more formalised environment, market 
research information is less likely to be used in decision 
making because of the perceived risk associated with its 
use. Is this the case with marketing information in general? 
This provides the basis for the following hypothesis:
HI: The greater the degree of formalisation within a 
company the less the use of marketing information in 
the NPDP.
3.4.1.2: Hypothesized Relationship Between Centralisation 
within the Firm and the Use of Marketing Information
Centralisation is the degree to which formal authority 
to make discretionary choices is concentrated in an 
individual, unit, or level (Robbins 19 82) . The greater the 
hierarchy of authority (i.e., the higher the level in the 
organisation that the decision is made) the greater the 
centralisation of that organisation.
Deshpande & Zaltman (1982) found that centralised firms 
used market research information less than decentralised 
firms, Sinkula & Hampton (1988) expand this work to examine 
the effect that centralisation/decentralisation of the 
market research department within an organisation will have 
on the acquisition and use of marketing information. The 
degree of centralisation was found to be an important
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variable in the acquisition of marketing information. These 
findings provide a basis for the following hypothesis:
H2 : The greater the degree of centralisation of a 
company the less the use of marketing information in 
the NPDP.
3.4.1.3 Hypothesized Relationship Between Complexity 
/Professionalism within the Firm and the Use of Marketing 
Information.
Complexity is defined as the number of occupational 
specialties in the organisation and their professionalism 
(Hage & Aitken 1970). Professionalism is the level of formal 
education and training of employees. It is considered high 
in an organisation when employees require long periods of 
training to be job holders in the organisation (Daft 1986).
Zaltman, Duncan & Holbek, (1973) suggest that a high 
number of occupational specialities with professionalism 
results in organisational personnel regarding specific 
knowledge and information as valuable in the performance of 
the job. This leads to the following hypothesis:
H3: The greater the degree of complexity within an 
organisation the greater the use of marketing 
information in the NPDP.
3.4.2: Company Variables
Company variables i.e., variables unique to individual 
firms, are examined to provide some insight as to what may
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account for the variance in use of marketing information 
between firms. Key variables examined by much of the 
literature are as follows:
3.4.2.1: Hypothesized Relationship Between Size of the Firm 
and the Use of Marketing Information.
Size of a firm can be measured in numerous ways, by 
number of personnel, assets, or turnover per annum in 
dollars. Miller (1984) in a study providing estimates of 
the formal organisation for marketing research in Australia 
found that the larger a company (i.e., sales per annum) the 
greater the chances of finding a formal market research 
department. Also not surprisingly the larger the company, 
the larger was the market research budget. As market 
research is often a subset of the activities of a marketing 
department, by determining the existence or otherwise of a 
marketing department within a firm, more insight into the 
NPDP activities and the use of marketing information might 
be obtained.
The implication being that companies which do have 
marketing departments will tend to be larger and utilise 
more marketing information than those firms which do not 
have such departments. This leads to the following 
hypothesis:
H4: Firms with formal marketing departments/divisions 
will use more marketing information in NPDP than firms 
without formal marketing departments/divisions.
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This avenue of investigation could be expanded further, More 
(1978) examined the concept of "marketing task dominance" 
which in its simplest form was the number of people in non­
sales marketing tasks as a percentage of total employees. 
This simple measure will be expanded in an attempt to 
determine the decision-making influence that the marketing 
function of an organisation has relative to the other parts 
of the organisation in the NPDP. Determining the dominant 
function within a firm may explain some of the variance in 
information use in the NPDP.
3.4.2.2: Hypothesized Relationship Between the Importance of 
New Product Development to the Firm and the Use of Marketing 
Information
More (1978) , when studying the use of primary and 
secondary sources of information by firms, examined in brief 
the importance of new products to a firms overall sales. 
Dwyer & Mellor (1989), in their study of Australian NPDP 
practices, suggested that importance of NPDP to a firm can 
be suggested by the level of top management commitment:
"top management in each firm must be willing to commit 
the necessary resources to all of the new product 
activities and employ the requisite managerial and 
technical know-how to organise those activities to 
achieve corporate goals." (p.59)
If new product development is perceived as important for the 
company's future well being, top management should commit
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adequate resources so as to enable efficient NPDP activities 
to be undertaken. It therefore stands to reason that greater 
resource allocation should lead to greater use of marketing 
information and better market analysis. Better market 
analysis will lead to a greater likelihood of new product 
success (Cooper & Kleinschmidt 1986). This leads to the 
following hypothesis:
H5 : The greater the importance of new products to the 
firm the greater the use of marketing information.
3.4.2.3: Hypothesized Relationship Between Prior Experience 
of the Firm in New Product Development and the Use of 
Marketing Information
More (1978) found that companies which had a greater 
dependence on new products tended to have greater dominance 
of marketing people, greater continuous primary information 
generation, and a more formal information system. This 
dependence on new products implies past experience. As with 
any process a learning curve will exist, the more new 
products that are developed the greater may be the use of 
marketing information due to a better understanding of its 
value in a successful launch. Therefore the following 
hypothesis is put forth:
H6: The greater the new product experience of the 
company the greater the use of marketing information in
NPDP.
3.5: PRODUCT/MARKET CHARACTERISTICS
Consumer firms Vs Industrial firms Vs Service firms
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The nature of a firms products and markets is 
considered to have some bearing as to the type of marketing 
information used in the NPDP. Firms are classified in three 
major ways depending on the product/market they serve: 
consumer, industrial and service firms. The key distinction 
between these has always been between consumer and 
industrial firms, however, recently services marketing has 
received much prominence in marketing literature. 
Distinctions will be made between consumer and industrial 
firms, followed by a brief examination of the unique 
characteristics of service firms which set them apart from 
the others.
Consumer firms Vs Industrial firms
The differences between consumer and industrial firms 
use of marketing research information was addressed by Cox & 
Dominguez (1979), and later by Deshpande and Zaltman (1985) 
whose study was an extension of their previous work on the 
use of market research by companies (1982) . It was found 
that four key characteristics distinguish industrial 
research processes from consumer research processes:
(i) Due to a greater geographical concentration of buyers, 
industrial researchers typically work with smaller samples 
(and frequently universes) than consumer researchers.
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(ii) Industrial market research is concerned with both 
direct and derived demand estimation. An ability to read two 
sets of customer demands is critical to sales forecasting.
(iii) The presence of several buying centre professionals 
(who may change from purchase to purchase) makes the task of 
identifying key buyers a difficult one.
(iv) Industrial firms typically have smaller market 
research budgets (and often no formal market research 
department) and hence rely to a greater extent on secondary 
sources and expert judgement.
This last point is a key one, Kelly and Hise (1979) 
concluded that industrial product managers have less contact 
with marketing research and more contact with customers who 
serve as an alternative to the former.
Therefore the nature of marketing information used by 
consumer and industrial firms in the NPDP may differ due to 
the four characteristics mentioned above.
Distinguishing Features of Services Firms
The key distinguishing characteristics of services 
which separate them from tangible goods are:
(i) Intangibilty - a service is a deed, a performance, an 
effort, rather than a tangible object.
(ii) Inseparability of consumption and production - services 
are produced and consumed in the same time frame.
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(Hi) Heterogeneity (high variability of performance) - 
quality control is difficult to manage because services are 
provided by people not machines. Hence differing levels of 
performance are provided.
(iv) Perishability - it is difficult to store an intangible 
item.
3.5.1: Hypothesized Relationship Concerning the Use of
Marketing Information by Types of Firms
Of these distinguishing characteristics the fact that 
the new service (product) is intangible may have an impact 
on the NPDP and the marketing information utilised. It is 
expected that there will be variance in the nature, and not 
the extent of marketing information used between the three 
types of firms. The following hypothesis will be examined:
H7: There will be no significant difference in the 
amount of marketing information used by consumer, 
industrial and service firms in the NPDP.
3.5.2: Hypothesized Relationship Between the Competitiveness 
within an Industry and the Use of Marketing Information
Dwyer & Mellor (1989) in a study of Australian firms 
NPDP practices found that firms were more inclined to focus 
upon competitors circumstances rather than on customer 
needs. Kohli & Jaworski (1990) in their study on the market 
orientation of firms found that executives view the degree 
of competition in an industry as having a bearing on the
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importance to market orientation. Strong competition leads 
to multiple options for customers. Consequently, an 
organisation must monitor and respond to customers changing 
needs and preferences. This provides the basis for the next 
hypothesis:
H8: The greater the degree of competition within an 
industry the greater the use of marketing information 
in NPDP.
3.6: INDIVIDUAL LEVEL CHARACTERISTICS
Managerial Experience and the Use of Marketing Information
Perkins & Rao (1990) examined the effect of managerial 
experience and decision programmability on managers
information use and decisions. They found that more 
experienced managers regarded more types of information as 
useful, and made more conservative decisions especially in a 
relatively unprogrammed situation i.e., new product
development. It is however beyond the scope of this study to 
examine this issue, therefore no hypothesis will be stated.
3.7: WHICH KINDS OF MARKETING INFORMATION ARE USED AND AT 
WHICH STAGES IN THE NPDP?
A secondary objective of this study is to determine 
which kinds of marketing information executives use during 
the NPDP. There are various forms of marketing information 
available to the marketing executive e.g., customers, 
suppliers, literature searches and so forth, which are the 
most preferred or the most utilised? In understanding the
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information use behaviour of marketing executives in the 
NPDP it is easier to determine any inefficiencies which may 
be present. This understanding will assist in decreasing the 
new product failure rate.
Having determined the nature of the marketing 
information used by marketing executives in the NPDP it will 
be of great interest to see at what stages of the NPDP this 
information is used.
3.8: SUMMARY
This chapter began by highlighting the need to provide 
a description of what exactly the term marketing information 
encompasses. As well the issue of what constitutes the "use" 
of marketing information was addressed. A general model of 
factors affecting the variance in use of marketing 
information in NPDP was provided, from which the key areas 
where examined in detail and several research hypothesis 
proposed.
59
CHAPTER 4s METHODOLOGY 
INTRODUCTION
The purpose of this chapter is to outline the 
methodology used to examine the research objectives, namely 
a descriptive study of the marketing information use 
practices of Australian companies when developing new 
products/services.
Particular sections discuss; research design issues, 
sampling issues, questionnaire design, data collection 
procedures, questionnaire editing, an examination of non­
response bias, and finally an analysis of early-late 
respondents.
4.1: RESEARCH DESIGN ISSUES 
Type of Research Design
The key issue initially was whether to use a cross­
sectional research design or a longitudinal research design. 
Cross-sectional research designs involve obtaining data at 
a single period in time i.e., they take a "snapshot" of a 
process. The longitudinal research design collects data at 
several points in time i.e., provides a "moving picture" of 
a process. Is it more appropriate to obtain a "snapshot" 
which provides the benefits of a larger sample, greater 
generalisability of results and uses less resources, or, 
utilise a longitudinal study which is more likely to provide 
greater insight and understanding of processes (e.g., NPDP) 
but is more expensive and less generalisable.
Taking into account the above considerations it was 
decided that due to the financial and time constraints
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imposed a cross-sectional research design would be more 
appropriate.
4.1.1 Use of a Retrospective or Prospective Approach?
The prospective approach involves the respondent
imagining how they would behave given a real or hypothetical 
example, whereas the retrospective approach requires the 
respondent to examine a process in which they have 
participated in the past and recall their behaviour. The 
prospective approach has been criticised for implicitly 
implying that organisations will behave the way they are 
thought to act and not as they actually may do. In this 
respect the retrospective approach is thought, in most 
circumstances, to capture actual behaviour. Its main 
drawback being however that the respondent has to rely on 
their memory which can be a source of inaccuracy. As the 
purpose of this study is to determine actual NPDP activity, 
the retrospective approach was chosen as the more 
appropriate.
4.1.2: Respondent Profile
The NPDP involves the participation of numerous 
company functions, such as marketing, R&D, finance, legal 
etc. All of these functions may "use” some form of marketing 
information. The most accurate way to determine the use of 
marketing information would require a response from every 
participant in the NPDP. This may be the most accurate but 
it would also be extremely time consuming, expensive and 
probably not yield generalisable results as the sample would
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necessarily be smaller. The other alternative is to use a 
key informant to provide insight into the NPDP, the drawback 
of this method is that it relies on the judgement of one 
person who may or may not be in a position to answer all of 
the questions accurately. Due to the constraints upon this 
study the key informant approach was chosen as the most 
suitable option. The key informant for the study was to be 
the marketing executive of the company. The sampling frame 
were members of the Australian Marketing Institute (AMI).
4.2: SAMPLING ISSUES - SAMPLING FRAME AND SAMPLE SIZE
To be a valid respondent for this study the respondent 
had to have participated in new product development 
activities during the previous three years. To obtain as 
many responses as possible, three years was viewed as an 
acceptable period of time as NPD in some organisations is 
not a frequent event. This coupled with a national economic 
recession occurring and the subsequent cutting of new 
product development budgets, could have limited the eligible 
respondents if a shorter time frame was used. The intention 
was to examine a large cross-section of Australian business 
firms. A sampling frame was obtained by the acquisition of 
the Australian Marketing Institute's (AMI) mailing list. 
The AMI's list consisted of its New South Wales and 
Victorian membership, these states being the most 
industrialised states in Australia. From this list of 3,000 
member names, a sample size of 1,000 was drawn. The figure 
of 1,000 firms was based on the belief that to obtain valid 
picture, a significant number of firms in the three main
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categories of consumer, industrial and service firms had to 
respond. Also the possibility that some of the sample may 
not be involved in NPD activities and hence rendering them 
not eligible for this study (this was found to be the case) 
necessitated a large initial sample.
It was decided that 650 questionnaires should go to NSW 
and 350 to Victoria. NSW received the majority of 
questionnaires since if a telephone follow-up was required 
at a later stage it would be less expensive than interstate 
telephoning. Also the University of Wollongong is more 
likely to be viewed as a credible body in its home state of 
NSW rather than Victoria, thus hopefully increasing the 
response rate.
4.2.1: The Selection Process for Respondents
The mailing list of the AMI consisted of many corporate 
addresses, personal addresses, tertiary student addresses 
and government body addresses. Initial screening of the 
sampling frame resulted in the elimination of the following 
people:
(i) Tertiary students - their new product development 
experience would be negligible.
(ii) Market research agencies, consultancy firms,
advertising agencies, and in general any firm viewed as
providing the standard type of service associated with these
types of organisations. It was felt that their NPD
activities would be minimal.
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Having completed this initial screening the sampling 
frame was then examined to obtain recognisable corporate 
names and addresses in an attempt to determine what types of 
firms where members of the AMI.
The NSW list provided what where thought to be:
* 93 industrial companies, 82 consumer companies and 25 
service firms - a total of 200 recognisable firms from 
the 650 required.
The Victorian list comprised:
* 94 industrial companies, 32 consumer companies and 23 
service firms - a total of 149 recognisable firms from 
the 350 required.
From the "recognisable" firms it was evident that industrial 
firms were in the majority. The remaining addresses were 
personal addresses and as no indication of what industry 
they were associated with was possible, a random selection 
process was used. Every 3rd NSW address was chosen until the 
total of 650 names was reached. Every 4th Victorian address 
was picked until the total of 350 names was reached.
A profile of the actual respondents is provided, their 
job title and the emphasis of their marketing effort is used 
to classify them. A total of 201 usable questionnaires were 
returned. Table 4.1 shows the job title of the respondents. 
It has been divided into four "orientations" in an attempt 
to fully capture the nature of the respondents reference 
frame when completing the questionnaire. The majority of
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NATIONAL/GENERAL SALES MANAGER 12 8.0 47.1
SALES MANAGER 5 2.5 49.6
MANAGEMENT ORIENTATION:
DIRECTOR 7 3.5 53.1
MANAGING DIRECTOR 19 9.5 62.6
C.E.O 3 1.5 64.1
GENERAL MANAGER 17 8.5 72.6
DIVISIONAL MANAGER 2 1.0 73.6
SENIOR MANAGEMENT 21 10.4 84.0
DEVELOPMENT ORIENTATION:
BUSINESS DEVELOPMENT MANAGER 13 6.5 90.5
NEW PRODUCT DEVELOPMENT MANAGER 9 4.5 95.0







TABLE 4.2: BUSINESS NATURE OF RESPONDENTS
Freq Percent
INDUSTRIAL MANUFACTURER 63 34.3
FOOD MANUFACTURER 24 11.9
FINANCIAL SERVICES 22 10.9
SERVICE FIRM 23 11.4
MANUFACTURER - CONSUMER & INDUST 7 3.5
CONSUMER GOODS 26 13.0
PHARMACEUTICAL 9 4.5




TABLE 4,3: NATURE OF THE FIRMS MARKETING EMPHASIS
Freq Percent
INDUSTRIAL MARKETER 78 38.7
CONSUMER MARKETER 57 28.4




respondents are members of the Australian Marketing 
Institute (AMI), though there is a chance that numerous 
questionnaires had been passed on to other members of the 
firm more closely involved in NPDP. Not surprisingly 39.1% 
of respondents have a marketing orientation. Respondents 
with a management orientation accounted for 30.9%, with the 
majority having senior positions in organisations. 
Specialist "development personnel" accounted for 11.0% of 
respondents. This distribution does not raise any concerns 
for the researcher but will be examined later in regards to 
the findings of this study.
Table 4.2 provides the initial classification method 
for the respondents when determining the nature of their 
business. Upon examining the Table 4.2 it was decided to 
place the various business types into 3 categories which 
best described the nature of their marketing activities 
i.e., industrial, consumer or services marketing. This 
classification system will be used throughout the analysis 
of the results. As some companies overlapped categories, it 
was necessary to examine information obtained from specific 
questions in their responses so as to assess the main nature 
of their marketing activities. This lead to the creation of 
Table 4.3.
Industrial marketers make up the majority of 
respondents at 38.8%, with Industrial Manufacturers, and 
Pharmaceutical making up this category. Consumer marketers 
and Service firms are equally represented with 28.4%. 
Consumer Services comprising of Food Manufacturers, 
Manufacturers - Consumer and Industrial and Consumer Goods.
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Services Marketers comprising of Financial Services, Service 
firms, Computer Industry and Telecommunications. There is no 
substantial bias in the distribution.
Having examined the profile of respondents, the design 
and testing of the measurement instrument will be discussed.
4.3: QUESTIONNAIRE DESIGN AND MEASUREMENT
Having decided upon the research objectives of the 
study and the research methodology, a research instrument 
was designed. A mail self-administered questionnaire was 
considered the most cost-effective way of reaching the 
geographically dispersed population used in this study. The 
questionnaire consisted of 10 sections with a total of 21 
questions and is shown in Appendix 1.
4.3.1: The Questionnaire Design Process 
The Dependent Variable - INFORMATION USE
The dependent variable in the research was the "use” of 
marketing information in the new product development process 
(Sections 7 & 8) . For the instrument to achieve its purpose 
it was critical that information "use" be measured 
effectively. It was therefore necessary to create a list of 
all types of marketing information used by firms. Once this 
comprehensive list was obtained it was arranged in a manner 
which enabled the respondent to clearly indicate what type 
of marketing information had been used, and at which stage 
of the NPDP. The definition of information "use11 was 
provided to the respondent so there would be little 
ambiguity as to the meaning of the term.
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Having constructed these sections attention was then 
focused on the explanatory variables of the study.
The Explanatory Variables
Section 1: Its purpose was to determine the eligibility of 
the respondent for the study as well as determining the 
types of new product development activities they had 
recently undertaken. Also, this section acted as a trigger 
mechanism for respondents memories focussing their thoughts 
on NPD activities.
Six categories of NPD activities were provided as per 
the Booz, Allen and Hamilton (1982) study. A YES/NO answer 
was asked as well as an opportunity to provide a brief 
description of their activities if they so desired. 
Additionally, how many new products they had recently 
launched (Q.2) was asked as well as the percentage of annual 
sales turnover that new products constitute (Q.3). The 
purpose of these questions being to determine frequency of 
NPD and importance in terms of sales revenue for the
company.
Section 2: This section was an attempt to determine if 
industry characteristics have any bearing on NPD activities 
and consequently the types of marketing information used.
The literature review indicated that the level of
domestic competition between firms within an industry may 
have an influence on NPD processes and consequently on
information use (Q.4,5,6). These questions used a 7 - point 
rating scale, with "l” as Minimally competitive and ”7" Very
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competitive (Q.4), "l" Not at all and "7" A great deal (Q.5, 
6) .
Section 3s The literature review suggested that company 
dependence on and experience with NPD activities is possibly 
important in determining what activities are undertaken. 
Using a 7 point rating scale these issues were addressed, 
with "l" Not very important and "7" Very important 
(Q.7,8,9). Q.10 referred to company experience "1" 
Inexperienced and "7" Very experienced.
Section 4: Whether there exists a formal marketing function 
within an organisation is viewed as an important determinant 
of information use. This section attempted to determine the 
existence of a marketing function within the company and 
obtain objective measures of the commitment of the 
organisation to the marketing concept and hence the use of 
marketing information in NPD.
Section 5: The organisational structure variables of 
formalisation, centralisation and complexity/ 
professionalisation were measured in this section to 
determine if these factors influenced the NPD activities of 
the respondent.
Deshpande and Zaltman (1982) found these factors of 
importance when examining the use of market research 
results. A 7 point rating scale was used with "1" Strongly 
disagree and "7" Strongly agree. Six measures of 
formalisation were used, five measures of centralisation,
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and four measures of complexity/professionalisation. Most of 
these were adapted from the aforementioned Deshpande and 
Zaltman (1982) study.
Section 6: This section was an attempt to determine the 
individual stages of the NPD process that the firm actually 
went through when typically developing new products. A brief 
description of each of the 8 stages of the NPD process was 
provided to clearly define each stage. The respondent was 
asked if this stage was carried out by a YES/NO question. 
The importance of each individual stage in relation to the 
overall NPD process was also measured using a seven point 
rating scale with "1" Not important and "7" Very Important. 
The intention being to determine the relationship, if any, 
between the perceived importance and the information use at 
each stage.
A key point to note is that the respondent was asked 
to use the concept of a "typical" NPD activity as the 
reference point in answering this question and Section 7 in 
lieu of a specific category as per the 6 categories of new 
products (Section 1). The overriding purpose of the study is 
to determine the types of marketing information used in the 
overall NPDP. Therefore limiting the respondent to one of 
their recent NPD activities would not have provided 
sufficient responses to meet the objectives of the study.
Section 8: This section had a twofold purpose. Firstly, time 
typically spent obtaining the information (i.e., search 
effort) was used as a measure of information use. The
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proposition being that the greater the time expended in 
obtaining this information the greater its use (Dawes & 
Patterson 1991). Secondly, it was necessary to determine how 
influential is this information in the decision making 
process. The proposition being that the greater the 
"influence" of the information thus the greater the 
importance of this information type. "Time typically spent" 
was measured using a seven point rating scale with "1" Very 
little to "7" A lot. "Influence" of information was measured 
using a seven point rating scale with "1" Very little and 
"7" A lot.
Section 9: This section captures the intercompany 
involvement in the NPDP by various company functions eg. , 
finance, engineering, marketing and so forth, which is 
thought to have an impact on the information use patterns of 
their company (More 1978).
This is examined by Q.15 which allows the respondent 
to indicate at which of the stages of the NPD process the 
various company functions participate, whereas Q.16 measures 
their overall influence in the NPDP using a seven point 
rating scale with "1" Not very influential and "7" Very 
influential.
Section 10: This elicits organisational details were such 
as, business nature, employee numbers nationwide, annual 
turnover and the respondents job title.
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4.3.2: PRETESTING THE QUESTIONNAIRE
Having constructed a draft version of the questionnaire 
seven business executives with known NPD experience from 
industrial, consumer and service firms were contacted and 
asked if they were willing to participate in a pre-test. 
Participation in the pre-test involved the author sitting in 
with the participants as they attempted the questionnaire. 
The respondents were instructed to comment on any area or 
ambiguity as it arose in the completion of the 
questionnaire. Three main concerns were raised by all the 
participants :
(i) Length - in its state it was perceived as very lengthy. 
This was prior to typesetting, which did condense the 
questionnaire to an apparent acceptable length.
(ii) Language and tone used - in explaining the various 
sections of the questionnaire participants felt that too 
much technical jargon was being used and it was suggested 
that much of the questionnaire could be simplified. Also 
providing examples to show respondents how to complete 
various sections was suggested and incorporated in the final 
questionnaire.
(iii) The coding system used - suggestions were made by all 
of the respondents as how to simplify the completion of the 
questionnaire. It was obvious that to circle appropriate 
answers was a preferred method of completing the 
questionnaire as opposed to ticking answers.
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Following the pretest the suggested changes were 
incorporated in a revised copy of the questionnaire.
4.4: DATA COLLECTION PROCEDURES
This section will discuss the data collection 
procedures: the initial mailing; follow-up telephone calls; 
and follow-up mailings.
4.4.1: The Initial Mailing
An initial mailing of 1,000 questionnaires was 
conducted, 350 to Victoria and 650 to NSW. After 4 weeks the 
initial mailing resulted in 133 usable questionnaires being 
returned with a further 139 returned as either not
applicable or the wrong address. This was a response rate of 
only 14%. At this stage it was decided to conduct 
simultaneously a telephone follow-up for as many of the 
corporate addresses in NSW which had not responded, and a 
limited follow-up mailing of 200 questionnaires to Victoria.
4.4.2: The NSW Telephone Follow-Up
A research assistant with previous experience in this 
type of work was utilised over a 3 day period. Approximately 
185 non-respondents were contacted. They were asked if they 
had received the initial questionnaire, and if yes, they 
were then asked if they would complete it. If their response 
was no, they were asked why they would not , in an attempt 
to determine non-response bias.
Approximately 3 0 questionnaires were sent out to 
respondents who requested another copy. It was quite evident
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at this stage that a follow-up mailing would be required for 
NSW, as though fruitful, the follow-up telephone calls did 
not generate sufficient Mintention to respond" answers to 
guarantee an adequate overall response rate.
4.4.3: The Victorian & NSW Mail Follow-Ups
4 weeks after the initial mailing, 200 follow-up 
questionnaires were sent to original Victorian recipients. 
The follow-up letter differed from the original in that an 
opportunity was given to the respondent to indicate whether 
or not the study was relevant for them. Some of the previous 
responses indicated that for many companies NPD was not 
undertaken due to the nature of their business or not within 
the last three years. This resulted in many questionnaires 
being returned and being declared not valid for the study.
The NSW follow-up mailing was conducted 5 weeks after 
the initial mailing, 250 questionnaires were sent out with 
the same covering letter as the Victorian follow-up (bar the 
date which was changed). The Victorian and NSW follow-up 
mailings resulted in an additional 68 usable responses being 
obtained.
4.5: QUESTIONNAIRE EDITING
The follow-up resulted in a total response rate of 26%, 
with 201 usable responses from 775 possible respondents. The 
remaining 225 were not viewed as part of the sample as they 
had not bee involved in NPD activities in the preceding 
three years. Of the completed questionnaires received a 
number had to be returned to respondents to complete missing
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sections, often with the result of the respondent completing 
the missing section. Others, upon examination of their 
responses, had completed the questionnaire when they had 
stated that they did not perform new product development 
activities thus disqualifying them from the study. 13 
questionnaires had to be rejected from the study for the 
above reason.
4.6: NON-RESPONSE BIAS
The NSW follow-up telephone calls provided the 
opportunity to determine, to a degree, potential non­
response bias. Numerous executives who had received the 
questionnaire were contacted but stated that they would not 
be responding to it. When questioned further some replied 
that time was a constraint. An examination of their job 
titles revealed that many were in senior positions in their 
companies and time would be a scarce resource. Another 
reason for non-response was found to be confidentiality. In 
particular numerous executives employed by large food 
manufacturing companies refused to participate quoting 
company policy as the reason. Enquiries were treated with 
suspicion and even when confidentiality was assured company 
policy prevailed. It must be concluded therefore that at 
least a small degree of non-response bias is inherent in the 
final sample used for this analysis. In particular, the 
findings may not be generalisable to all industries 
(especially the food manufacturing industry).
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4.7: ANALYSIS OF EARLY - LATE RESPONSES
As there were a considerable number of questionnaires 
received from the follow-up activities ( i.e., an additional 
64 valid responses) it was decided to examine whether there 
were any significant variations in the later responses from 
those received earlier. This was achieved by a comparison of 
their responses examining key questions. Armstrong and
Overton (1977) view this method as a useful subjective
measure indicating non-response bias if sophisticated
measurement techniques are unavai lable. No statistically
significant variation was found, indicating no great non­
response bias or early-late bias as being evident.
4.8: CONCLUSION
In conclusion, the key issues of research design were 
addressed with a cross-sectional retrospective approach 
being chosen with a key informant as the unit of response. 
Sampling issues were discussed as well as the profile of the 
respondents. The construction process of the measurement 
instrument was examined in detail. From the sampling frame 
1,000 questionnaires were mailed to firms in NSW and 
Victoria. After follow-up of non-responses, a response rate 
of 26% (201/775) was achieved. Finally, the issue of non­
response bias was examined to determine if it posed any 
major problems for the study. The next chapter will examine 
in detail the findings of the study.
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CHAPTER 5: RESULTS 
INTRODUCTION
The results of this research are presented in this 
chapter. The research focus has been on the use of marketing 
information among Australian firms in the New Product 
Development Process (NPDP). The final sample used in the 
following analysis consisted of 201 firms. These firms were 
then categorised according to the nature of marketing 
activities i.e., industrial, consumer or services marketing.
The major analytical technique utilised in this 
research was multiple linear regression analysis. Multiple 
regression analysis is useful when attempting to determine 
the impact of numerous independent variables upon a 
dependent variable, in this case, information use.
The NPDP is an important part of many companies daily 
activities and is often a critical factor in an 
organisations long-term survival. The results of this study 
will provide greater insights into the use of marketing 
information in this new product development process. The key 
types of marketing information utilised by participants in 
the NPDP will assist in a greater understanding of their key 
concerns in NPDP.
This chapter is organised into the following sections; 
summary statistics, the creation of information use indices, 
and multiple regression analysis.
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5.1: TYPES OF NEW PRODUCT DEVELOPMENT UNDERTAKEN
A logical start to an examination of the results is to 
look at the actual types of new product development 
activities undertaken by respondents. Six categories of new 
product development activities were defined according to the 
Booz, Allen & Hamilton (1982) classification. Table 5.1 
indicates the types of new product development undertaken by 
all respondents, broken down by the nature of their 
marketing activity (industrial, consumer or service).
Table 5.1 shows 4 0.1% of all respondents had 
participated in introducing "New to the world products". Of 
interest is that industrial marketers had the lowest rate at 
3 0.6%, as the NPDP for industrial firms can be very costly 
this is not surprising since it is the riskiest type of new 
product development activity in terms of "financial risk".
Consumer firms at 86.0%, compared to the overall 79.6%, 
participated the most in the development of new product 
lines which allowed them to enter an established market for 
the first time. Industrial firms were the least involved in 
this activity with 65.8% being involved. Compared to 
consumer marketers, industrial marketers seem to be more 
conservative in the nature of their NPDP activities.
"Additions to existing lines" (85.1%) and 
"Improvements/revisions to existing lines" (87.2%) of 
respondents, seem to be common activities. These activities 
have the smallest elements of risk and it is understandable 
why these are the most common forms of new product 
development.
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% % % %
30.6 41.2 44.2 44.4
65.8 86.0 79.2 87.5
89.0 90.7 82.7 77.8
90.1 86.8 83.0 88.9
41.7 80.0 68.0 42.9
55.7 66.0 45.8 44.4
LEGEND
I = Industrial Marketers undertaking activity 
C = Consumer Marketers undertaking activity 
S = Services Marketers undertaking activity 
All Resp.= All Respondents
Notes Column totals exceed 100% due to multiple responses 
allowed.
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"Repositioning" of existing products seems to be an 
activity preferred by consumer firms with 80.5% of them 
involved compared to the overall rate of 58.2%. The consumer 
marketer figure is in contrast to both industrial marketers 
(41.7%) and service firms (42.9%). An explanation of this 
could be the nature of consumer markets where competing 
firms are constantly trying to gain market share and careful 
target marketing is necessary. Repositioning can often lead 
to increased sales and is often preferred to the option of 
totally withdrawing a product from the market place.
Developing products that provided similar performance 
to existing products but at reduced costs were undertaken by 
53.0% of all firms in the sample. Consumer firms were the 
most active in this regard at 66.0%.
Overall it seems that industrial marketers new product 
development activities are of a more conservative nature 
than either consumer marketers or service firms. Table 5.1 
has provided an outline of the extent to which various types 
of new product development activities are performed. The 
next step in the analysis is to determine who actually 
utilises a formal new product development process.
5.2S ANALYSIS OF STAGES OF THE NPDP
Formal development of new product strategy is 
undertaken by the majority of firms with 85.7% stating that 
they undertook this stage of the process. This figure is 
similar to the Dwyer & Mellor (1989) study of the NPDP in 
Australian manufacturing firms, where 88% of respondents had 
new product strategy activities as an explicit element of
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corporate objectives and strategies. Table 5.2 clearly 
indicates there is little variation across types of 
marketing firms.
Idea generation is an important element of NPDP for all 
firms with 84.5% of all respondent firms involved, as is the 
Screening and Evaluation stage with 82.7% of firms involved. 
As these are critical stages of the NPDP a high figure was 
expected. There are no significant differences evident 
across types of firms.
The Concept Testing stage of new product development is 
not carried out to as high a degree as the previous three 
stages with 75.0% participating. Services marketers with 
63.6%, participate less in this stage than do industrial 
(80.3%) or consumer marketers (78.2%). Due to the 
intangible nature of a service this is surprising, it was 
expected that this would be a key function in the NPDP for a 
service firm.
Business analysis and the Development stage is carried 
out by nearly all firms with (92.2%) and 89.0%, 
respectively. Dwyer and Mellor (1989) found that 72% of 
firms undertook business analysis and 93% development 
(production start-up).
The Test Marketing stage was the least utilised stage 
with 70.0% of firms conducting it. Industrial marketers were 
the most involved in this stage with 71.1%. In contrast 
Dwyer And Mellor (1989) found the rate to be 33%, however 
their study also incorporated a "customer test" measure as 
well as "test marketing", which latter with a 74% 
participation rate.
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TABLE 5.2: STAGES CARRIED OUT IN THE NPDP BY MARKETING
NATURE
% of % of % of % of % Of
All Resp. I C S OTHER
Stages of NPDP
New Product Strategy 85.7 88.3 81.8 83.6 88.9
Idea Generation 84.5 89.6 94.5 87.0 66.7
Screening & Evaluation 82.7 81.6 82.1 89.1 77.8
Concept Testing 75.0 80.3 78.2 63.6 77.8
Business Analysis 92.2 92.0 89.3 87.3 100.0
Development 89.0 94.7 91.1 92.6 77.8
Test Marketing 70.0 71.1 66.7 64.2 77.8
Commercialisation 98.9 97.3 100.0 98.2 100.0
LEGEND
I = Industrial Marketers undertaking activity 
C = Consumer Marketers undertaking activity 
S = Services Marketers undertaking activity 
All Resp.= All Respondents
Note: Column totals exceed 100% due to multiple responses 
allowed.
83
This "customer test” is incorporated into our definition of 
test marketing and appears to explain the discrepancy in the 
two findings. The conservative nature of industrial firms 
and the current economic recession could also lead to 
greater caution being taken when developing new products, 
thus explaining some of the remaining difference.
A priori, it was considered that the Commercialisation 
stage will obviously be high, the results show 98.9% of 
firms undertaking this stage.
5.3: THE TYPES OF MARKETING INFORMATION USED AT VARIOUS 
STAGES OF THE NEW PRODUCT DEVELOPMENT PROCESS
One of the secondary objectives of this study was to 
determine the types of marketing information utilised by 
firms at various stages of the NPDP. Table 5.3 shows at 
which individual stages of the NPDP each type of information 
was used. The discussion will proceed stage by stage.
Information use in:
(1) New Product Strategy Stage
Competitor analysis was clearly the most frequently 
used information source with 69% of firms using it. The 
Salesforce was the second most frequently used with 51% and 
Customer visits third with 40%. The need to consider 
competitors when developing strategy is quite evident and 
the Salesforce is a prime supplier of marketing 
intelligence/information concerning competitors activities.
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TABLE 5.3; THE USE OF MARKETING INFORMATION AT VARIOUS 
STAGES OF NPDP
PERCENTAGE OF ALL RESPONDENTS WHO 
USED MARKETING INFORMATION




Consumer Complaints 36 37




Customer Visits 40 46
Expert Advice 36 3 3
Trade Journals 22 38
Tradeshow Displays 19 31
Literature Search 26 30
Trade Assoc'tion Data 13 17
Universities 9 10
Overseas Parent Co. 38 30
Data Base Search 16 12
FORMAL MARKET RESEARCH
Consumer Panels 22 16
Telephone Surveys 12 7
Mail Questionnaires 14 7
Syndicated Research 15 11
Personal Interviews 22 18
Focus Groups 22 22
Foreign Market Search 24 27
LEGEND
NPS - New Product Strategy 
S&E - Screening & Evaluation 
BA - Business Analysis 
MT - Market Testing
S&E CT BA DEV MT CM
% % % % % %
14 7 7 22 15 23
27 10 26 22 12 25
12 12 15 25 9 19
23 24 21 18 26 35
37 36 30 29 35 56
29 37 17 26 36 41
33 21 32 36 13 15
5 2 6 7 5 22
9 7 4 6 13 27
12 3 6 11 1 5
8 3 11 6 3 7
6 5 3 11 2 4
14 11 16 25 7 13
10 2 14 5 2 6
19 29 7 7 24 12
10 15 6 3 16 12
6 12 4 3 8 9
6 7 6 6 9 6
16 24 9 10 27 12
21 33 7 9 27 12
9 9 7 8 4 7
IG - Idea Generation 
CT - Concept Testing 
DEV - Development 
CM - Commercialisation
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The Salesforce also provides management feedback from 
customers, and with Customer Visits the third most used 
information source, it indicates the importance placed on 
customer views by management.
(2) Idea Generation Stage
The most frequently used information source was the 
Salesforce with 66%, second is Competitor Analysis with 53%, 
third are Customer visits with 46%. Competitors and 
customers are the key sources of marketing information at 
this stage.
(3) Screening and Evaluation Stage
The Salesforce is again the most used with 37%, second 
is Expert advice 33%, third are Customer visits with 29%, 
fourth is Competitor Analysis with 27%. Expert Advice is now 
used to assist with this important assessment stage. In the 
three stages so far, informal sources of marketing 
information have featured prominently. These informal 
sources usually provide the recipient with greater 
flexibility and "feel" for a particular circumstance. The 
Salesforce, in particular is heavily relied upon as a source 
of information.
(4) Concept Testing Stage
Customer Visits are the most frequently used 
information type with 37%, second is the Salesforce with 
3 6%, third are Focus Group Interviews with 33%. As the 
emphasis of this stage is almost entirely on the customer,
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the Salesforce and Customer Visits are again utilised in an 
attempt to acquire customer feedback on proposed new 
products/services. The information sources most used are 
still of an informal nature, however more formal sources 
i.e., Focus groups, Consumer panels, are now being used so 
as to assess with greater accuracy the thoughts of potential 
customers. Having gained a "feel" for the product the 
emphasis is beginning to turn to more substantive market 
research.
(5) Business Analysis Stage
Expert advice is first with 32%, second is the
Salesforce 30%, third is Competitor analysis 26%. The
Salesforce is used to provide their insights into the
competitive situation so enable an accurate assessment of
the marketplace.
(6) Development Stage
Expert advice is the most used information type with 
3 6%, second is the Salesforce with 29%, third are Customer 
visits. with 26%. In developing the product/service 
refinements are necessary along the way therefore this 
technical stage still requires input from the main sources 
of information used so far.
(7) Market Testing Stage
Customer Visits are the most frequently used with 3 6%, 
followed closely by the Salesforce with 35% , equal third
are Personal Interviews and Focus Group Interviews with 27%
87
which embrace formal "test market research”. The point to 
note is the increased use of formal market research 
techniques when the product/service has been formalised and 
"hard” data not "feel/soft" data is required to quantify 
market demand.
(8) Commercialisation Stage
The Salesforce is again the most frequently used with 
51%, second are Customer visits with 41%, third are 
Retailers with 35%. The emphasis at this stage is on 
monitoring customers and their reactions. Having introduced 
the product/service the company will want to seek feedback 
immediately in order to determine whether there have to be 
any adjustments to the marketing mix. The Salesforce and 
Retailers are the first to know in this regard and thus 
their information is sought out.
In summary, the most frequently used information types 
in the NPDP are the Salesforce, Competitor Analysis and 
Customer Visits. These are generally informal, qualitative 
kinds of marketing information which tend to provide insight 
and greater understanding than the other formal techniques. 
The Salesforce acts as a great source of "feel" until it is 
necessary to gauge as accurately as possible consumer 
sentiment (i.e., demand quantification) with the addition of 
more formal market research techniques. A point to note is 
that Competitor Analysis featured highly. Dwyer and Mellor 
(1989) indicated that many firms were more inclined to focus 
upon competitors circumstances rather than customer needs.
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5.42 TIME SPENT ON OBTAINING MARKETING INFORMATION
Another measure of marketing information use 
incorporated in this study is the time spent obtaining this 
information (Table 5.4). A seven point rating scale was 
used, with 1 - Very little and 7 - A lot.
Competitor Analysis, the Salesforce and Consumer 
Complaints were the information sources that involved the 
most time in their acquisition with a mean score of 5.1. 
Customer Visits are fourth (4.4), and Expert Advice is fifth 
(3.8) . As these are also of the most frequently used 
information types in the NPDP (Table 5.3) this is not 
unexpected. Many of the formal market research techniques 
have very little time spent on obtaining them except 
Personal interviews and Focus Groups which are interestingly 
the more personal of the formal market research techniques.
Overall it is evident that the respondents rely heavily 
on a few "key" information sources and expend the greatest 
amount of time obtaining these. These information sources 
are informal sources of marketing information which are 
normally classified as marketing intelligence i.e., the 
salesforce, customer visits. Formal marketing information 
sources have comparatively less time spent on obtaining 
them. It seems that much of the marketing information used 
in the NPDP is of an informal nature.
The next section examines the refining of the 
independent variables prior to their use in later analysis.
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TABLE 5.4: TIME SPENT ON OBTAINING THE FOLLOWING INFORMATION 
BY MARKETING NATURE
TOTAL I C S OTHER
Mean Time Spent RANK
INFORMAL SOURCES
( Std Dev) F SIG
Consumer Complaints 5.1 
(1.6)
5.0 5.3 5.2 4.4 .37 .46 (1)
Competitor Analysis 5.1 
(1.7)
5.0 5.3 5.2 4.1 . 96 .41 (1)
Suppliers 3.1 
(2.1)
2.9 3.5 2.7 2.9 1.61 . 19 (3)
Retailers 3.5 
(2.4)
3 . 3 4.6 2.5 2.1 11.20 . 00 (6)
Salesforce 5.1 
(1.8)
5.2 4.9 5.1 4.6 . 60 . 62 (1)
Customer Visits 4.4 
(2.2)
4.7 4.0 4.5 4.4 . 97 .41 (4)
Expert Advice 3 . 8 
(2.0)
3.7 3 . 4 4.5 2.7 3.92 . 01 (5)
Trade Journals 2.9 
(1.9)
2.8 3 . 1 2.8 2.3 .51 . 63 (10)
Tradeshow Displays 2.6 
(1.9)
2.8 2.7 2.3 2.0 1.40 .23 (13)
Literature Search 2.8 
(2.0)
3.1 2.7 2.5 2.1 1.47 . 22 (12)
Trade Assoc. Data 2.5 
(2.0)
2.3 2.8 2.4 2.4 . 65 . 58 (14)
Universities 1.7
(1.6)
1.7 1.5 1.8 1.3 .46 .71 (20)
Overseas Parent Co. 2.9
(2.7)
FORMAL MARKET RESEARCH
3.1 3 . 2 2.1 4.4 3.47 . 02 (10)
Consumer Panels 2.5 
(2.3)
2.2 3.3 2.0 0.8 9.79 . 00 (14)
Telephone Surveys 2.2 
(2.1)
2.0 2.3 2.4 1.1 1.27 .30 (16)
Mail Questionnaires 2.1 
(2.1)
1.8 1.9 2.6 1.9 1.68 . 13 (19)
Syndicated Research 2.2
(2.2)
2.1 2.9 2.0 1.3 2.46 . 06 (16)
Personal Interviews 3.5
(1.8)
3.6 3.0 3.9 2.7 1.78 . 15 (6)
Focus Groups 3.0 
(2.5)
2.5 3.6 3.2 2.1 2.79 . 04 (9)
Foreign Mkt Search 2.2 
LEGEND
TOTAL = all respondents 
I = Industrial Marketers 
C = Consumer Marketers 
. S = Services Marketers
2.2 2.7 2.0 1.3 1.46 .41 (16)
5.5: MARKETING INFORMATION USE INDICES
The purpose of this study was to examine the use of 
marketing information in the NPDP. To achieve this objective 
it was necessary to adequately operationalise our definition 
of information use. Two measures of "use" were created:
(i) Use: The purpose of this measure was to assess whether 
or not a particular information source was "used" during the 
8 stages of the NPDP. Twenty one information sources were 
listed, these being generated from the literature search and 
the respondents to the pretest questionnaire. The 
respondents were asked to circle the relevant information 
type "used" at a particular stage of the NPDP. An index of 
use was created by summing the information sources used in 
all stages thus providing a measure of overall information 
use.
Index approaches to measuring information search 
behaviour have been criticised for not capturing the complex 
nature of the process but rather oversimplifying such 
behaviour (Kiel & Layton 1981). Therefore another measure of 
information use was incorporated i.e., time expended in 
total search effort.
(ii) Time expended: For each information source used, a 
seven point rating scale was used to assess how much time 
was typically spent obtaining this information (with '1' 
being very little and '7' being a lot of time). Researchers 
in consumer behaviour have postulated that the time spent on 
obtaining information is a good measure of search effort
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(Furse et al, 1984). Dawes, Dowling and Patterson (1990) 
utilise an identical method in assessing search effort for 
professional services. Since search effort indicates use of 
an information type in this study, it provides another 
measure for our purposes. The time index was created by 
summating the scores on this guestion (if an information 
source was not used a value of zero was imputed).
5.6 s THE INDEPENDENT VARIABLES - REFINEMENT FOR USE IN 
ANALYSIS
The literature review suggested that several key 
variables may be of value in explaining variance in 
information use. The questionnaire, as stated earlier was 
divided into several sections each addressing these 
variables individually. To simplify analysis it was decided 
that certain questions designed to measure a particular 
independent variable be merged to create a single construct. 
This process begins with the organisational structure 
variables put forth by the literature.
5.6.1: Organisational Structure Variables
Fourteen measures of organisational structure variables 
which were thought to have explanatory power (Hypotheses 1,2 
& 3) were used (Section 5) . These measures were factor
analysed to assess their convergent and discriminant 
validity. Each item represents an independent attempt to 
measure a particular construct. Accordingly, all items of a 
scale should load strongly on one factor if they are to 
satisfy the requirements of convergent validity, and load
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weakly on all other factors to satisfy the requirements of 
discriminant validity (Kohli 1989). Four factors having 
eigen values greater than 1.0 emerged from the analysis 
indicating that the measures successfully tap the constructs 
they were designed to measure. Results are presented in 
Table 5.5. From this factor analysis it was decided to merge 
the 14 measures into four sub-indices which indicated which 
elements of organisational structure they sought to measure.
5.6.2: Competition within an Industry
The competitive nature of the firms business
environment was viewed as a possible explanatory variable in 
the use of marketing information (Hypothesis 8). Section 2 - 
(q.4, 5 & 6) examined this and a new variable called COMPET 
- (Competition) was created from the summation of scores on 
these questions. Cronbachs alpha was calculated at .55, 
which is acceptable for marketing purposes (Churchill & 
Peters 1984). This new variable was used in consequent 
analysis.
5.6.3: Importance of NPDP to the Firm
The importance of the NPD activities to the firm was 
thought to have explanatory power (Hypothesis 5) . The new 
variable IMPORTNC - (Importance of NPDP) was obtained from 
summating the scores on (Q.7,8 & 9) which examined the
perceived importance of NPD activities to the firm. The 
Cronbach alpha coefficent was calculated at .72 indicating a 
good measure of internal reliability. The other measures of 
importance were of an implied nature. The number of new
93
TABLE 5.5: FACTOR ANALYSIS (Varimax Rotation) OF
ORGANISATIONAL STRUCTURE VARIABLES


















*Factor loadings of less than .30 are omitted.
*ROUTl was omitted from the factor analysis as upon closer 























COMPLEX3 COMPLEX - Complexity
COMPLEX4 .33
CENTRALI
The alpha values of DIVLABOR, FORMAL and CENTRALISATION are 
reliable for marketing purposes however the low alpha value 
of COMPLEX = .33 necessitated that it be dropped from the 
subsequent regression model.
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products launched in the last three years acts as a guide to 
the importance of new product development to a firm, i.e., 
the more new products that are developed the greater the 
importance of the NPDP to the firm.
Table 5.7 indicates that 86.2% of respondents had less 
than 2 0 new products launched in the past three years. For 
many firms new product development activities are not 
frequent events.
Another indicator of the importance of new product 
development to firm is the percentage of total annual sales 
that new products account for (More 1978). Table 5.8 
indicates that for 39.2% of the respondents new product 
development accounts for less than 10% of their annual sales 
revenue. For other firms new products do constitute a 
significant proportion of their total sales, some 14% having 
more than half of their annual sales generated by these 
products.
5.6.4: The Existence and Nature of a Formal Marketing
Department/Division
The existence and nature of the marketing function 
within a firm are variables that can have explanatory power 
concerning the use of marketing information in the NPDP use 
(Hypothesis 4). The first step is to determine the existence 
or otherwise of a formal marketing function within the firm. 
Table 5.9 indicates that a high percentage of respondent 
firms do have a formal marketing department, with consumer 
marketers having the highest (91%). Service firms have the 
least (72.7%). Miller (1984) found that the existence of a





0-5 92 46.9 46.9
6-10 51 26.1 73.0
11-20 26 13.2 86.2
21-50 9 4.6 90.8
51+ 18 9.2 100.0
TOTAL 196 100.0
TABLE 5,8; PERCENTAGE OF TOTAL ANNUAL SALES FROM NEW 
PRODUCTS
% of Annual Cum
Sales Freq Perct Perct
0-5 32 17.2 17.2
6-10 41 22.0 39.2
11-20 44 23.7 62.9
21-50 42 23.1 86.0
51-100 26 14.0 100.0
TOTAL 186 100.0
TABLE 5.9: THE EXISTENCE OF A FORMAL MARKETING DEPARTMENT/ 
DIVISION BY MARKETING NATURE








market research department was more likely in larger 
companies i.e., larger in terms of annual sales turnover, 
than in smaller companies. As market research is a sub-set 
of marketing, the relationship between the size of a company 
and the existence of a formal marketing function was 
examined.
Table 5.10 illustrates the relationship between annual 
sales turnover and the existence of a formal marketing 
department/division. It indicates quite clearly that firms 
with an annual turnover of less than $10 million are less 
likely to have formal marketing departments/divisions than 
larger companies.
The relationship between the existence of a formal 
marketing department and the amount of marketing information 
used in the NPDP was examined by comparing the amount of 
marketing information used by firms with formal marketing 
departments and those without. Their scores on the two 
measures of marketing information use, TIME and USE, are 
illustrated by Table 5.11 which indicates that the 
existence of a formal marketing department/division does 
have an impact on the use of marketing information in the 
NPDP. Both measures, TIME and USE, indicate that firms with 
formal marketing functions do use more marketing information 
than those firms which do not have this function. In 
particular the USE index shows a large difference between 
the two.
From the above analysis it may be safe to suggest that 
companies with a turnover of less than $10 million are less 
likely to use as much marketing information in NPDP as do
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TABLE 5.10: THE RELATIONSHIP BETWEEN ANNUAL SALES TURNOVER 
AND THE EXISTENCE OF A FORMAL MARKETING DEPARTMENT/DIVISION
TURNOVER Existence of a Formal Marketing
Department/Division
FREOÜENCY
YES % NO %
Less than $10 mil 26 55.3 21 44.7 (100%)
$10-50 mil 41 89.1 5 10.9 (100%)
$51-200 mil 34 87.2 5 12.8 (100%)
$201-300+ mil 54 96.4 2 3.6 (100%)
155 33 TOTAL : 188
Chi-Square = 15.12376 D.F = 2 Significance = 0.0005
TABLE 5.11; THE RELATIONSHIP BETWEEN "TIME11 AND »USE” . AND 
THE EXISTENCE OF A FORMAL MARKETING DEPARTMENT/DIVISION
MEAN







NO 21.75 8.13 . 0048







NO 56.06 2.84 .0936
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TABLE 5.12: MARKETING BUDGET BY MARKETING NATURE
TOTAL I C S OTHER
% % % % %
$0-250,000 27.1 28.8 12.0 38.8 37.5
$250,001-500,000 8.1 7.6 8.0 8.2 12.5
$500,001-$1 mil 13.9 18.2 10.0 12.2 12.5
$1 mil - $3 mil 19.1 21.2 24.0 10.2 25.0
$3 mil - $5 mil 8.7 10.6 8.0 8.2 0.0













TOTAL = all respondents 
I = Industrial Marketers 
C = Consumer Marketers 
S = Services Marketers * ,Valid Cases 173







0-5 92 55.1 55.1
6-10 44 26.3 81.4
11-20 16 9.6 91.0
21-30 8 4.8 95.8
31-40 2 1.2 97.0
40+ 5 3.0 100.0
TOTAL 177 100.0
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larger companies due to the absence of a formal marketing 
department/division. Size of a company can act as an 
indicator as to the existence of a formal marketing function 
in a company and consequently the use of marketing 
information in the NPDP.
From here an examination of various other aspects of 
the firms marketing function will be undertaken in an 
attempt to determine if they have any bearing upon the use 
of marketing information in the NPDP.
5.6.4.1: Marketing Budget
The size of the financial resources committed to the 
firms marketing effort can be used as a cautious guide to 
marketing's importance in the company. Services marketers 
and industrial marketers have their highest frequency of 
responses in the lowest budget scale. In contrast with 
consumer marketers the greatest frequency of responses is in 
the highest budget scale. A possible explanation for this 
lies in the nature of their marketing activities which 
traditionally have been more market oriented. As industrial 
firms usually have a greater geographic concentration of 
buyers, and a smaller market (Deshpande & Zaltman 1987), 
much costly marketing expenditure is not required as the 
salesforce acts as a marketing information gathering 
substitute. Whereas consumer marketers often have to use 
advertising to reach a large audience and doing so is a 
costly exercises necessitating greater marketing
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expenditure. Service marketers provide an interesting 
analysis as they are prevalent at both ends of the budget 
scale. The larger budgets belong to the large financial 
institutions in the sample, however the large percentage of 
service marketers with small budgets can possibly be 
explained by the size of the firms in the sample (this is 
often the case for both industrial and consumer marketers).
The percentage of the marketing budget assigned to 
market research (Table 5.13) can act as an indicator to the 
value of this kind of marketing information to the firm. 
Another purpose of this measure is to determine to what 
extent market research information is sought by the company 
in their marketing activities. Some 91.0% of respondents 
indicated that market research information accounts for less 
than one-fifth of their marketing budget, while 55% used 
less than 5% of their budget for this purpose. These results 
are substantiated by Table 5.3 which indicates that market 
research information is not a highly utilised information 
source in the NPDP.
5.6.4.2: Size of the Marketing function
The size of the marketing function can often give an 
impression as to its importance in the activities of a 
company. Table 5.14 indicates the size of the marketing 
function in firms in terms of employees. Nearly three 
quarters of the respondents had less than 10 full-time 
marketing staff employed (numerous respondents indicated 
that their number had been dramatically reduced due to the 
recession). Only 15.8% had more than 20 members. In many
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TABLE 5.14: NUMBER OF STAFF EMPLOYED IN MARKETING AND THE 
SALESFORCE










1-5 93 56.4 56.4 1 21 65.6 65.6
6-10 29 17.5 73.9 2 4 12.5 78.1
11-20 17 10.3 84.2 3 2 6.3 84.4
21-50 19 11.6 95.8 5 2 6.3 90.6
51+ 7 4.2 100.0 8 1 3.1 93.8
10 1 3.1 96.9
TOTAL 165 100.0 20 1 3.1 100.0
TOTAL 32 100.0
SALES FULL-TIME SALES PART -TIME






1-5 39 25.0 25.0 1-5 22 40.7 40.7
6-10 13 8.3 33.3 6-10 10 18.6 59.3
11-20 26 16.7 50.0 11-20 8 14.9 74.2
21-50 37 23.7 73.7 21-40 7 12.9 87.1
51-100 21 13.5 87.2 40+ 7 12.9 100.0
101-200 12 7.7 94.9
201+ 9 5.1 100.0 TOTAL 54 100.0
TOTAL 156 100.0
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1-5 37 23.1 23.1
6-10 25 15.7 38.8
11-20 24 15.0 53.8
21-50 47 29.3 83.1
51-100 27 16.9 100.0
TOTAL 160 100.0
TABLE 5.16; INTERCOMPANY INVOLVEMENT IN NPD ACTIVITIES
Company Functions
FIN ENGN MANF RD MKT LEG ALL
Stages of NPDP % % % % % % %
Strategy 37 19 31 49 81 17 11
Idea Generation 8 18 27 55 81 4 10
Screening & Eval 21 29 35 51 72 13 11
Concept testing 3 11 15 34 72 4 6
Busin. Analysis 71 11 30 18 74 19 11
Development 15 40 50 55 55 12 13
Testing 6 19 25 40 64 5 7
Commercialisation 38 9 24 17 70 20 23
LEGEND
FIN = Finance, ENGN = Engineering, MANF = Manufacturing, 
RD = R&D/Technical Services, MKT= Marketing, LEG = Legal, 
ALL= All
NB: Columns do not sum to 100% because multiple responses 
allowed.
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firms the marketing functions does not seem to have an 
overwhelming presence in terms of employees. Table 5.15 
shows the percentage of marketing staff assigned to new 
product development, as this is thought to act a further 
indicator of the importance of NPDP. It seems that for many 
of the marketing staff new product development activities 
are part of the job.
5.6.4.3: The Salesforce
The salesforce often acts as a source of marketing 
information and the existence and size of the salesforce 
could have explanatory power in determining the use of 
marketing information (Table 5.14).
5.6.5: Intercompany Involvement in the New Product
Development Process
This was viewed as a possible explanatory variable for 
information use as it provided an opportunity to assess the 
overall involvement of various functional areas in the NPDP, 
thus determining to an extent whether the company was 
marketing oriented and consequently use marketing 
information (Table 5.16). Intercompany involvement was 
measured by asking the respondent to indicate if a company
function was involved at a particular stage of the NPDP
(Section 9) • From this, eight indices were created by
summating the scores for each company function over the
total NPDP.
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COMPANY FUNCTIONS involved in NPDP and their Variable Names
INVFIN - Involvement of Finance
INVENGIN - Involvement of Engineering
INVRD - Involvement of R&D/Technical Services
INVMANUF - Involvement of Manufacturing
INVMKTNG - Involvement of Marketing
INVMKRES - Involvement of Market Research
INVLEGAL - Involvement of the Legal Department
INVALL - Involvement of All functions
So far the Marketing and Market Research functions had 
been kept separate in the analysis of results, as the market 
research function is in reality a sub-function of marketing. 
At this point it was therefore decided that they be merged 
to provide a fuller analysis of the marketing function 
within these firms. INVMARKT - (Involvement of All 
Marketing) was created by summating the scores of INVMKTNG - 
(Involvement of Marketing) and INVMKRES - (Involvement of 
Market Research).
5.6.6: Influence of Company Functions in the overall New 
Product Development Process
Closely associated to the input that various company 
functions have in the NPDP is the influence that they have 
in that process. Respondents were asked to rate the 
influence that the various company functions have on a seven 
point scale. Again it was decided to merge the marketing and 
market research functions to create a new variable, MARKET - 
Influence of All Marketing.
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Table 5.17 shows that the marketing function has the 
most influence in the NPDP which is consistent across the 
three types of organisations. Industrial marketers have 
viewed the marketing function as more influential than the 
"technical" functions of the company (ie., Manufacturing, 
R&D/Technical Services and Engineering). This is contrary to 
many researchers belief that marketing takes a secondary 
role to these "technical" functions in the NPDP. However it 
is possible that industrial marketers are beginning to 
embrace the marketing concept, evidenced by the fact that 
45% of the industrial respondents had a job title indicating 
a marketing orientation.
5.6.7: Company Size
Two measures of company size are used in this study, 
annual sales turnover, and the number of full-time employees 
in your organisation. Annual sales turnover has been found 
to be a determinant of market research budgets (Miller 
1984). As market research information is encompassed in our 
definition of marketing information, COSIZE - company size 
was included in the analysis (Table 5.18). The number of 
full-time employees is another indicator of company size and 
was included for the same reasons as annual turnover (Table
5.19).
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TABLE 5.17: OVERALL INFLUENCE OF COMPANY FUNCTIONS BY 
MARKETING NATURE
OVERALL RANK I C S  OTHER 
Mean Influence Score
Company
Functions (Std Dev) F SIG
Finance 4.4
(2.0)
(4) 4.1 4.3 5.0 4.4 2.26 .08
Engineering 3.9
(2.1)
(5) 4.6 3.7 3.0 3.1 6.70 .00
Manufacturing 4.6
(1.9)
(3) 5.1 5.2 3.1 4.1 15.20 .00
RD/Technical 5.4
(1.8)
(2) 5.6 5.4 5.1 4.8 1.34 .26
Marketing 5.8
(1.3)
(1) 5.8 5.9 5.7 5.9 .23 .88
Legal 3.5
(2.0)
(6) 2.8 3.6 4.1 3.7 4.70 .00
LEGEND
TOTAL = all respondents 
I = Industrial Marketers 
C = Consumer Marketers 
S = Services Marketers
SCALE
1= Not very influential 
1- Very influential
TABLE 5.18: ANNUAL SALES TURNOVER
Cum
Freq Perct Perct
Less than $10 mil 48 24.6 24.6
$10-50 mil 48 24.6 49.2
$51-100 mil 21 10.8 60.0
$101-151 mil 14 7.2 67.2
$151-200 mil 5 2.6 69.7
$201-300 mil 11 5.6 75.4
$300+ mil 48 24.6 100.0
TOTAL 195 100.0




1 - 5 0 50 25.6 25.6
51 - 100 22 11.3 36.9
101 - 250 29 14.9 51.8
251 - 500 32 16.4 68.2
501 - 1,000 17 8.7 76.9
1,001 - 5,000 33 16.9 93.8
5,001 - 10,000 7 3.6 97.4
10,001 - 40,000 5 2.6 100.0
TOTAL 196 100.0
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5.7s AN EXAMINATION OP THE ASSOCIATION BETWEEN THE DEPENDENT 
VARIABLES AND THE INDEPENDENT VARIABLES
Having defined the major independent variables the next 
step in the analysis was the creation of a major correlation 
matrix to determined if there was an association between the 
two measures of information use i.e., "Use" and "Time” and 
the other independent variables.
The association amongst the independent variables 
themselves was also examined. Correlation analysis can 
provide an indication as to whether or not there is likely 
to be an association between variables at later stages when 
using advanced statistical methods.
The correlation matrix examined the TIME and USE index 
and was correlated against all other independent variables. 
This produced the correlation matrix shown in Appendix 1. 
Many of the independent variables had no association at all 
with TIME or USE. The correlations were also graphically 
plotted so as to obtain a better perception of the 
association between the variables.
Below is presented a summary of the key associations of 
the key independent variables with the dependent variables.
5.7.1: Correlations of Independent Variables with the TIME 
and USE Indices
An examination of the correlation matrix from the 
perspective of the TIME and USE indices indicates the 
following positive associations with:
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FIGURE 5.1: LEGEND TO VARIABLE NAMES
Organisational Characteristics
DIVLABOR - Division of labour 
CENTRAL - Centralisation 
FORMAL - Formalisation 
COMPLEX - Complexity
Company Characteristics
NWPRDLCH - No. of New products launched in the last 3 years 
NEWPERCT - Percentage of annual sales from new products
IMPORTNC - Importance of NPD activities to the firm
NPDEXPER - Experience of the firm at NPD
FLMKTDEP - The existence of a formal marketing department
MKTINGFT - The no. of full-time marketing staff employed
SALESFT - The no. of the full-time salesforce
MKTBUDGT - The size of the marketing budget
FINANCE - Influence of the Finance function in NPDP
ENGINEER - Influence of the Engineering function in NPDP
MANUF - Influence of the Manufacturing function in NPDP
RDTECH - Influence of RD/Technical Services in NPDP
MARKET - Influence of the Marketing function in NPDP
COSIZE - No. of full-time employees
TURNOVER - Annual Sales Turnover
INVFIN - Involvement of the Finance function
INVENGIN - Involvement of the Engineering function in NPDP
INVMANUF - Involvement of the Manufacturing function in NPDP
INVRD - Involvement of the RD/Technical Services in NPDP
INVMARKT - Involvement of the Marketing function in NPDP
INVLEGAL - Involvement of the Legal function in NPDP
Product/Market Characteristics
COMPET - The level of industry competition

















NB: All correlations are statistically significant at p < 
.05 or better
All of the above associations are in line with our 
hypothesis, the key point to note is that none of the 
organisational structure variables of COMPLEX, FORMAL, 
CENTRAL and DIVLABOR have any significant association with 
the TIME or USE index, thus running contrary to our 
hypotheses.
To obtain a better understanding of these associations 
further analysis needs to be performed. An explanation of 
why multiple regression analysis was used to perform the 
analysis will now be provided.
5.8: MULTIPLE LINEAR REGRESSION ANALYSIS
Multiple regression is a statistical technique that can 
be used to analyze the linear relationship between a single 
dependent variable and several independent variables. It is 
appropriate when the research problem involves a single 
metric scaled dependent variable presumed to be related to
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one or more metric scaled independent variables (Hair et al. 
1990).
The dependent variable in this study is information 
use, and is measured by two indices, TIME and USE. Therefore 
multiple regression was viewed as the most appropriate 
technique for the analysis.
The relationship between the dependent and independent 
variables is depicted as a linear model with the Coefficient 
of Determination (R ) measuring the amount of variance in 
the dependent variable that is explained by the combined 
effect of the independent variables. The coefficient can 
vary between 0 and 1, the higher the , the greater the 
combined explanatory power of the independent variables.
Stepwise regression and forced regression were both 
utilised for this analysis. Stepwise regression was used as 
the first step to eliminate the obviously non-significant 
variables from the regression models, then forced regression 
was used to refine the equations to a point were all 
independent variables included were statistically 
significant. The variables included in Stepwise regression 
are shown in Figure 5.3.
The variable with the highest explanatory power is 
taken into account first and so forth, until all of the 
explanatory variables are included in the regression 
equation. This provides the opportunity to rank the 
independent variables in terms of impact upon the dependent 
variable. At this stage variables that have been excluded 
from the regression equation are examined.
IO f
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FIGURE 5.2: SIMPLIFIED STEPWISE REGRESSION PROCEDURE
Sequence of Analysis
1 Select predictor variable to examine criterion:
highest correlation with dependent variable
2
3
Is percent variation explained statistically 
significant? ^




}Are other predictors available?
i iYES NO-->Final predictive equation
(examine appropriateness)
4 Select a new variable to be added to
predictive equation. Criterion: Highest 
partial correlation with dependent variable
Is the variance explained by ALL variables 
now significant?
YES Criterion: partial F test for each variable 
in equation
iNO
6 ̂---------Drop nonsignificant variables
* Adapted from Hair et al (1990)
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Those with t-values indicating no possibility of statistical 
significance are deleted from the model. Those which were 
omitted by the stepwise procedure but considered to have a 
strong impact are retained and used in a forced model to 
observe the effect once the other non-relevant variables are 
removed. This process of trial and error occurs until a 
reliable model is achieved.
The problem of multicollinearity between variables was 
examined. When using multiple regression analysis any 
independent variables that correlate highly with one another 
may lead to incorrect estimations of the regression 
coefficients. To ensure the robustness of the regression 
models any pair of variables that correlated highly with one 
another necessitated that one of these variables be deleted 
from the analysis.
Patterns of residuals were examined so as to ensure 
that the assumptions of the normal distribution for any of 
the multiple regression models had not been violated.
Having explained the rationale for the use of multiple 
regression analysis, two general regression models were 
created to demonstrate the relationships between the 
dependent variables, TIME and USE, with the independent 
variables (Figure 5.3).
5.8.1: Discussion of the Regression Analysis Models - "TIME" 
and "USE"
The purpose of this section will be to explain the 
analysis undertaken to reach the final regression models. 
Firstly for the TIME index and then for the USE index.
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* RDTECH was deleted from the model due to its high 
correlation with INVRD (0.60).
* MKTBUDGT was deleted because it correlated significantly 
with all the marketing related variables.
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5.8.2: The TIKE Index
The initial stepwise regression run resulted in five 
variables explaining 31% of the variance in TIME- MARKET was 
the first variable introduced into the equation and 
accounted for adj R2=.17, the second variable was COMPET 
reaching adj R2=.23, the third variable was INVMARKT 
reaching an adj R2=.27, FINANCE was the fourth variable 
introduced reaching an adj R2=.29. INVRD was the last 
variable introduced and the adj R2 reached .31.
At this stage the variables that had been rejected by 
the stepwise procedure were examined. All of these variables 
had been thought to have explanatory power, in particular 
the organisational structure variables. It was decided that 
a further regression run would be conducted, where by 
.’eliminating many of the obviously non-significant variables 
from the equation could bring some of the remaining key 
hypothesised variables into the equation. A stepwise 
regression model was used to enable this to occur. The 
results are shown in Table 5.20.
The forced TIME regression model (Table 5.21) indicates
that MKTINGFT and SALESFT are now significant whereas
previously they were not. CENTRAL also indicates an
association with TIME which was not previously evident. The
next step of the analysis involved deleting INVMANUF,
NPDEXPER, INVFIN, INVENGIN, COSIZE and IMPORTNC from the
regression model. A forced regression equation was used
. . owhich resulted m  an ad^ R = .35, however CENTRAL had a
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MARKET .29 3.61 .00
COMPET .26 3.48 .00
INVMARKT .18 2.12 .04
FINANCE .23 3.10 .00
INVRD .17 2.20 . 03
Variables NOT in the Equation
NWPRDLCH . 07 .87 . 39
NEWPERCT .04 .53 .60
IMPORTNC .07 .87 .38
NPDEXPER .07 .92 .36
FLMKTDEP .01 . 18 .86
MKTINGFT .11 1.48 .14
SALESFT -.10 -1.37 .17
DIVLABOR .02 .38 .71
CENTRAL -.09 -1.24 .22
FORMAL -.02 -.30 .77
COMPLEX .02 .32 .75
ENGINEER .06 .82 .42
MANUF .02 .34 .74
COSIZE -.07 -1.02 .31
TURNOVER -.06 -.76 .45
BUSNATRE -.00 -.11 .91
INVFIN .07 .90 .37
INVENGIN .09 1.26 .21
INVMANUF .07 .97 .34
INVLEGAL -.04 -.54 .59
Adj R2 = .31 F value = 13.03 Significance level = .00
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INVMANUF .02 .24 .80
MARKET . 25 3.09 .00
FINANCE .25 3.29 . 00
MKTINGFT .25 2.99 . 00
NPDEXPER . 05 . 54 .59
COMPET .23 3.18 . 00
CENTRAL -.12 00 inrH1 . 11
INVRD . 14 1.84 . 07
INVFIN . 00 . 05 .96
INVENGIN . 09 1.18 . 24
SALESFT -.18 -2.09 .04
COSIZE -.10 -1.17 .24
IMPORTNC . 09 1.06 .29
INVMARKT .19 2.06 . 04












INVMARKT .20 2.43 .02
MKTINGFT .19 2.39 .02
FINANCE .24 3.37 . 00
COMPET .26 3.75 . 00
MARKET .28 3.68 .00
INVRD . 18 2.49 .01
SALESFT -.18 I to • to <o .02
Adj R2 = .34 
F value = 11.34 
Significance level = .00
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significance level of .1016, and therefore it was deleted 
from the equation. The next forced regression equation 
resulted in Table 5.22 which represents the final regression 
model for the TIME index with an adj R2=.34.
5.8.3: The USE Index
The initial stepwise regression run resulted in eight
variables explaining 26% of the variance in USE. INVMARKT
was the first variable introduced into the equation and
accounted for adj R -.14, the second variable was INVRD
resulted in adj R2=.16, the third variable was MKTINGFT
reaching adj R2=.18. INVFIN was fourth resulting in adj
R2=.20, COMPET was fifth adj R2=.23. NEWPERCT was the sixth
variable introduced resulting in adj R2=.24 and seventh was
MARKET with adj R2=.25, at this step INVMARKT was removed by
. . . o‘ the process and finally COSIZE was introduced with ad} R 
reaching .26.
Having reached this stage the same elimination 
procedure as for TIME was undertaken, with Table 5.24 
showing the new forced regression model obtained. The forced 
USE regression model (Table 5.24) indicates that INVMARKT 
and NPDEXPER are now significant whereas previously they 
were not. FINANCE also indicates an association with TIME 
which was not previously evident.
The next step of the analysis involved deleting MANUF, 
FLMKTDEP and INVMANUF from the regression model. A forced 
regression equation was used which resulted m  an adj R = 
.25, however FINANCE had a significance level of .49, and 
was deleted from the model.
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INVRD .27 3.73 .00
MKTINGFT .27 3.19 .00
INVFIN .25 3.34 . 00
COMPET .17 2.24 . 03
NEWPERCT .17 2.33 . 02
MARKET . 19 2.60 .01
COSIZE -.15 -1.80 .07
Variables NOT in the Equation
NWPRDLCH .06 .73 .47
IMPORTNC . 00 . 06 .95
NPDEXPER -.12 -1.43 . 15
FLMKTDEP -.08 -.04 .30
SALESFT -.05 -.56 .58
DIVLABOR -.00 -.07 .94
CENTRAL -.04 -.50 .62
FORMAL . 05 . 66 .51
COMPLEX -.00 -.09 .93
FINANCE .07 .90 .37
ENGINEER -.02 -.32 .75
MANUF .07 .97 .33
TURNOVER .03 .31 .76
BUSNATRE -.01 -.19 .84
INVENGIN -.02 -.19 .85
INVMANUF .11 1.32 .19
INVMARKT .14 1.50 .14
INVLEGAL .00 . 10 .92
Adj R2 = .26 F value = 8.37 Significance level = .00
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INVMARKT . 16 1.70 .09
NEWPERCT .23 3.05 . 00
COSIZE -.17 -2.09 .04
MANUF . 04 .55 .58
COMPET . 17 2.32 .02
FINANCE .11 1.41 .16
NPDEXPER -.14 -1.75 . 08
MARKET .14 1.75 .08
FLMKTDEP -.10 -1.22 .23
INVRD .23 2.86 .01
INVMANUF .08 .91 .37
MKTINGFT .26 3.18 .00
INVFIN . 16 1.95 .05












INVRD .28 3.96 .00
MARKET . 19 2.66 .01
INVFIN .26 3.62 . 00
NEWPERCT .17 2.33 .02
COMPET . 17 2.35 .02
MKTINGFT .20 2.77 .01
Adj R2 = .25 
F value = 9.35 
Significance level = .00
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From this point numerous forced regression equations were 
run which resulted in NPDEXPER, then INVMARKT, and finally 
COSIZE being deleted from the final regression model because 
their significance level was above (.05). The resulting 
equation becoming the final regression model (Table 5.25) 
for the USE index.
5.9: SUMMARY OF THE RESULTS OF THE TIME & USE REGRESSION 
MODELS
The following will be a brief discussion of the two 
final regression models obtained from the above analysis. 
Table 5.26 shows both final regression models. A greater 
analysis of the regression models will be undertaken in the 
next chapter when the hypotheses and key findings of the 
study will be examined.
The Adj R2 values for both regression models are 
acceptable for exploratory studies of this nature (Dawes, 
Dowling & Patterson 1990). The results are significant to a 
0.05 level of significance. An examination of 6 co­
efficients indicates that they are all in the hypothesised 
direction except for SALESFT (B=-.18) for the TIME index. 
There is no great variance in the size of the 6 co­
efficients indicating that they all have a similar impact 
upon the regression equation.
Convergent validity is evident between the two 
regression models with four key explanatory variables common 
to both, indicating that the dependent variable "information 
use" was measured appropriately.
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TABLE 5.26: THE FINAL FORCED REGRESSION MODELS FOR "TIME"
AND "USE”
Standardised Standardised
TIME BETA USE BETA
COMPET .26 COMPET .17
Common
Variables MARKET .28 MARKET . 19
MKTINGFT . 19 MKTINGFT .20
INVRD . 18 INVRD .28
INVMARKT .20 NEWPERCT . 17
FINANCE .24 INVFIN . 26
SALESFT -.18
* Adj R2:= .34 * Adj R2:= .25
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The key factors affecting the use of marketing 
information are COMPET, which is the level of industry 
competition. The influence of company functions in the NPDP 
is important, MARKET and FINANCE. Also the involvement of 
these company functions, INVRD, INVFIN and INVMARKT in the 
NPDP is important. The number of employees in full-time
sales or marketing roles, MKTINGFT and SALESFT are
explanatory variables. The percentage of annual sales
attributed to new products (NEWPERCT) also useful has
explanatory power.
In brief, the models provide an explanation for a 
degree of the variance in the use of marketing information 
in the new product development process.
5.102 SUMMARY
This chapter presented the results of this study. It 
began by presenting descriptive statistics examining the 
types of new product development activities undertaken by 
firms and the types of marketing information used at various 
stages of the NPDP. Next, the time spent obtaining these 
marketing information types was discussed. At this point 
the dependent and independent variables used in this study 
were examined, with many of the descriptive statistics 
obtained presented. Many of these variables were refined (by 
the creation of indices) to measure the dependent variable 
for use in the multiple regression models. The rationale 
for use of multiple regression analysis was explained, as 
was the creation of the two initial regression models and 
their subsequent refinement until the two final models were
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derived. The next chapter will be devoted to examining the 
hypotheses posed by this study and summarizing the findings 
of this research.
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CHAPTER 6s DISCUSSION OF KEY FINDINGS 
INTRODUCTION
The primary purpose of this study is to provide a 
description of the information use practices that marketing 
executives follow in the NPDP. The key concern of the study 
being an examination of which factors explain the variance 
in the dependent variable, the use of marketing information 
in the NPDP.
Specifically, several hypotheses were put forth 
positing relationships between key variables and marketing 
information use. The eight hypotheses will be examined to 
determine if they should be accepted or rejected. Following 
this examination, possible explanations for the results will 
be provided.
Also, other key findings associated with these 
hypotheses will be discussed in an attempt to better 
understand the use of marketing information in the NPDP. The 
examination of these key variables will also cover the 
expected relationships between the key variables and the 
empirical relationships discovered with the intention of 
explaining the results and any possible differences.
6.1: HYPOTHESES TESTING 
Organisational Structure Variables
Organisational structure variables were put forth as 
possibly explaining the use of marketing information in the 
NPDP. Deshpande and Zaltman (1982) examined the
commissioning of market research information by the company 
and the factors influencing its acceptance by the firm,
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organisational structure variables were important 
determinants in the final acceptability or "use" of the 
results. The hypotheses relating to these variables are 
drawn from Deshpande and Zaltman (1982) and will now be 
examined individually to determine their relevance for this 
study.
HYPOTHESIS 1: The greater the degree of formalisation within 
a company the less the use of marketing information in the 
NPDP.
This organisational structure variable was found not to 
have any explanatory power in the regression models 
explaining the use of marketing information. Formalisation 
was examined by the creation of a sub-index after factor 
analysis had been completed on a battery of organisational 
structure questions (this was the approach undertaken for 
the four organisational structure constructs in the study). 
The variable created, FORMAL, was rejected at an early stage 
by both regression models used. The hypothesis is therefore 
rejected.
HYPOTHESIS 2 : The greater the degree of centralisation of a 
company the less the use of marketing information in the 
NPDP.
Centralisation was found not to have explanatory power 
in the final regression models explaining the use of 
marketing information. It was measured by the creation of a 
sub-index called CENTRAL. It was however one of the last 
variables rejected from the regression equation for TIME. It 
had a negative association indicating that the less the 
degree of centralisation the greater the time spent on
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obtaining marketing information. This would have been in 
accordance with our hypothesis. However, the hypothesis must 
be rejected due to its elimination from both final 
regression models.
HYPOTHESIS 3: The greater the degree of complexity within an 
organisation the greater the use of marketing information in 
the NPDP.
Complexity was measured by the creation of the 2 sub­
indices. The first of which is COMPLEX. An analysis of 
reliability using Cronbach's alpha indicated a value of .33, 
which was regarded as inadequate for marketing purposes and 
therefore COMPLEX was not included in any of the regression 
models used.
DIVLABOR was another sub-index created in an attempt to 
measure elements of complexity. It was however rejected from 
both regression models at an early stage. The hypothesis is 
therefore rejected.
Company Variables
Various elements concerning the existence and 
characteristics of the marketing function in companies were 
put forth as having possible explanatory power in the use of 
marketing information. These will now be examined in 
relation to Hypothesis 4. '
HYPOTHESIS 4: Firms with formal marketing 
departments/divisions will use more marketing information in 
NPDP than firms without formal marketing 
departments/divisions.
This hypothesis was tested by examining the scores on 
the two measures of marketing information use, TIME and USE,
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of the respondents indicating the existence of a formal 
marketing department/division compared to those who 
indicated no such formal marketing function existed within 
the company.
Table 5.11 shows both measures, TIME and USE, indicate 
that firms with formal marketing functions do use more 
marketing information than those firms which do not have 
this function. This hypothesis is therefore accepted.
HYPOTHESIS 5: The greater the importance of new products to 
the firm the greater the use of marketing information.
The importance of NPDP to the future of the firm has 
been suggested as a determinant of the use of marketing 
information. More (1978) when studying the use of primary 
and secondary sources of information within the context of 
industrial firms new product development activities examined 
the importance of new products to the firms overall sales. 
Two measures of importance were used to examine this, 
IMPORTNC a subjective measure and NEWPERCT, an objective 
measure.
IMPORTNC was not significant in any of the final 
regression models for TIME or USE. In fact it was rejected 
at an early stage of the analysis. NEWPERCT was included in 
the final regression model for USE, indicating some 
explanatory power, however for TIME it was deleted after the 
initial stepwise regression run.
Though NEWPERCT does have explanatory power for some of 
the use of marketing information in NPDP there is 
insufficient evidence to support the hypothesis and it must 
therefore be rejected. .
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HYPOTHESIS 6: The greater the new product experience of the 
company the greater the use of marketing in NPDP.
More (1978) examined whether or not the past NPD 
activities and dependence of a firm had any bearing on the 
use of primary or secondary sources of market research. The 
NPD experience of firms was examined by the two variables 
NWPRDLCH and NPDEXPER.
NWPRDLCH was not included in any of the final
regression models, being deleted at the first stepwise
regression run and thus has no explanatory power in the use 
of marketing information in the NPDP.
NPDEXPER was not included in either final regression 
model. It was deleted from TIME at the first forced 
regression run and deleted from the USE index only at the 
final forced regression. This indicates some positive 
association with marketing information use however not 
sufficient to accept the hypothesis. Due to the lack of 
explanatory power of both measures the hypothesis must be 
rejected.
Product/Market Characteristics
These variables were put forth as having some 
explanatory power concerning the use of marketing 
information.
HYPOTHESIS 7: There will be no significant difference in the 
amount of marketing information used by either consumer, 
industrial and services firms in NPDP.
This hypothesis was tested by examining the scores on the 
TIME and USE indexs for respondents classified into the
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TABLE 6.1: THE RELATIONSHIP BETWEEN MARKETING NATURE AND 
DEPENDENT VARIABLE: "TIME11 AND »USE”
MEAN
SCORE
TOTAL POPULATION 30.00 
INDUSTRIAL MARKETER 28.11 



















three categories of consumer, industrial and service 
marketers. Table 6.1 illustrates the findings. Both TIME and 
USE indicate that there is no significant difference between 
the amounts of marketing information that the three types of 
firms use. Therefore the hypothesis is accepted.
HYPOTHESIS 8: The greater the degree of competition within 
an industry the greater the use of marketing information in 
NPDP.
The competitiveness of an industry has been viewed as 
an explanatory variable for the use of marketing information 
by firms (Dwyer & Mellor 1989, Kohli & Jaworski 1990). 
Competition was measured by the variable COMPET. COMPET was 
included in both final regression models and had important 
explanatory power. The hypothesis must therefore be 
accepted.
6.2: DISCUSSION OF EXPECTED RELATIONSHIPS AND EMPIRICAL 
RELATIONSHIPS BETWEEN KEY VARIABLES
The above section has concentrated on the hypotheses 
and key findings regarding them. The following section 
examines possible explanations for the findings. Table 6.2 
will be used to examine this section in terms of the 
expected relationships put forth by this study and the 
empirical evidence gathered.
6.2.1: Organisational Structure Variables
The use of organisational structure variables in 
Hypotheses 1-3, regarding the NPDP was exploratory in 
nature. These variables were thought,' a priori, to have a
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negative association with information use, however no 
significant relationship was found to exist. FORMAL, CENTRAL 
and COMPLEX were rejected from both regression models. These 
variables were derived from a study by Deshpande & Zaltman 
(1982) where they examined the use of specific market 
research information by the organisation. Due to the broad 
definition of marketing information used in this study and 
the complex nature of the NPDP, it is difficult to assess 
the effects of these variables upon the "total" information 
use practices of respondent firms. The use of certain types 
of marketing information may be affected by the three 
organisational structure variables, however, "total" 
marketing information use is not. Further examination of 
these variables in the NPDP does not seem to be warranted 
unless dealing with a specific type of marketing 
information.
6.2.2: Marketing Function Variables
Variables associated with the existence of a formal 
marketing department/division were thought, a priori, to 
have a positive association with the use of marketing 
information. This was found to be the case. Furthermore 
these marketing variables (INVMARKT, MARKET, MKTINGFT) 
accounted for much of the explanatory power of both 
regression models.
The involvement of the marketing function in the NPDP 
(INVMARKT) was thought to have explanatory power concerning 
the use of marketing information in NPDP. The final 
regression model for TIME includes INVMARKT, while for the
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TABLE 6.2: SUMMARY OF HYPOTHESIZED/EXPECTED RELATIONSHIPS 
WITH INFORMATION USE AND EMPIRICAL EVIDENCE OF THE 
RELATIONSHIPS
Hypotheses and Hypothesized Observed
Relationships Relationship Relationship
1 . Formalisation - 0
2. Centralisation - 0
3. Complexity - 0
4. Formal Marketing 
Department/Division + +
* Involvement of 
Marketing + +
* Influence of 
Marketing + +
* Marketing Staff + +
* Marketing Budget + 0
* Salesforce + -
5. Importance + 0
* % of Annual Sales 
from New Products
+ +
6 . Experience + 0
* No. of New Products + 0
Launched
7. Difference in the amount
of Information Used 0 0




10.Involvement of Finance 0 +
11.Influence of Finance 0 +
0 = No significant relationship 
+ = Positive relationship 
- = Negative relationship
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USE regression model it was the last variable deleted from 
the regression model. It would be expected that the 
marketing function of an organisation would use marketing 
information. The greater the involvement of the marketing 
function in NPDP resulted in the greater use of marketing 
information.
The influence of the marketing function in the overall 
NPDP (MARKET) is included in both final regression models. 
Where the marketing function of a company is influential in 
the NPDP, it should have greater access to company resources 
which in turn would result in a greater use of marketing 
information in the NPDP. If other functions of a company are 
dominant in the NPDP, scarce company resources could be 
directed away from the acquisition of marketing information 
e.g., R&D expenditure.
The number of marketing staff employed, MKTINGFT, can 
act as an indicator of the influence and involvement of 
marketing in the NPDP and other company activities. MKTINGFT 
was included in both final regression models, with the 
greater the number of marketing people employed the greater 
the use of marketing information in the NPDP.
The size of the marketing budget was thought to have a 
positive relationship with the use of marketing information, 
particularly the use of market research information. In this 
study the size of the marketing budget, MKTBUDGT, was 
deleted from the analysis due to its high correlation with 
all of the marketing related variables.
The size of the salesforce (SALESFT) is not technically 
part of the marketing function though their often close
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involvement with one another has resulted in its inclusion 
in this section. It was thought to have a positive 
relationship with the use of the marketing information. The 
results however show a negative association with information 
use which was unexpected i.e., the smaller the size of the 
salesforce the greater the use of marketing information in 
the NPDP. A possible explanation could be that when a large 
number of sales people are employed, sheer numbers may 
present communication difficulties as obtaining information 
from them is more difficult than eliciting information from 
a smaller salesforce. Another possible explanation could be
linked to the rewards system for the salesforce. The
salesforce is usually rewarded for the volume of sales
generated and not for the generation of marketing
information for strategy input. As a consequence, with their 
time spent on generating sales and competing against one 
another the motivation to seek or pass on marketing 
information is minimal. A smaller sized salesforce may help 
management foster an atmosphere promoting the well being of 
the company (i.e., the gathering of accurate marketing 
information) rather than fostering competition amongst the 
salesforce.
The formal marketing function and its associated 
elements explained much of the use of marketing information 
in the NPDP. This was to be expected as a key activity of 
the marketing function is to gather marketing information 
necessary for better decision making.
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6.2.3: Importance of New Product Development to the Firm
The importance of new product development to the firm 
was thought to have a positive association with use of 
marketing information. The two measures of importance were 
the subjectively measured variable IMPORTNC, and NEWPERCT 
which was objectively measured as the percentage of annual 
sales derived from new products. The subjective measure was 
not found to be significant in either model though the 
objective measure was found to significant in the USE model 
but not for the TIME model. This is surprising as IMPORTNC 
was expected to be a key explanatory factor with the
literature suggesting that the greater the importance of NPD 
activities to a firm, the greater the likelihood of top 
management commitment resulting in adequate resources being 
made available for market analysis and hence an increased 
use of marketing information. A possible explanation for the 
difference may lie in the measurement of IMPORTNC, the 
subjective measure. Respondents may view NPD activities as a 
commonplace event in company affairs, no longer regarded as 
a critical issue by top management or themselves. However, 
NEWPERCT indicates that in reality the greater the reliance 
on new products for annual sales revenue leads to the 
greater the use of marketing information.
6.2.4: Prior Experience with New Product Development
This was thought to have a positive association with 
marketing information use, a positive relationship was found 
with prior experience in NPDP (NPDEXPER) though not 
significant enough to enter either final regression models.
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More (1978) suggests that the greater the past experience of 
the NPDP to the firm, the greater the dominance of marketing 
people in the NPDP. As is evident from the results of the 
regression models the greater the role and influence of the 
marketing function in the NPDP the greater the use of 
marketing information. In this study the relationship 
between the prior experience in NPD activities and the 
influence of the marketing function in the NPDP is low, with 
a correlation of 0.14 (Appendix 2). The relationship between 
past experience in NPDP and marketing function dominance has 
not resulted in an increased use of marketing information.
Another explanation as to why past experience in NPDP 
was not significant could be explained by the type of new 
product activities such as e.g., line extensions, cost 
reductions etc. undertaken by the respondent. Some of these 
may result in a decreased volume of marketing information 
being used because experience has taught which types of 
information are useful and which are not. Thus, resulting in 
a more efficient use of marketing information in these 
activities.
6.2.5: The Amount of Marketing Information Used
No difference in the amount of marketing information 
used in the NPDP was expected between the different 
categories of firms (consumer, industrial and service). Some 
suggestions in the literature have been made that there are 
differences in the amounts of marketing information used in 
the NPDP by these different types of firms. In particular, 
industrial firms have often been criticised for their lack
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of marketing information use in decision-making. The results 
indicate that there is no significant difference in the 
amounts of marketing information used by the three types of 
or9Tanisations. Any differences lie in the use of different 
types of marketing information by the different types of 
firms, not in the overall volume of marketing information 
used. The nature of the market that the firms are serving 
acts as the determinant of the types of marketing 
information necessary to effectively assess that particular 
market.
6.2.6: The Level of Competition
A positive relationship was expected between the level 
of competition within an industry and the use of marketing 
information. The results indicate a positive and important 
relationship, with COMPET being included in both final 
regression models. An Australian study of the NPDP of 
industrial firms (Dwyer & Mellor 1989) has found that 
competitor analysis is often of greater concern than 
customer circumstances. The results of this study clearly 
indicate that Competitor Analysis was one of the most highly 
used sources of marketing information and therefore the 
level of competition within an industry is an important 
determinant of marketing information use.
This result stands to reason, the urgency to expend 
resources and take on financial risk would not be present in 
a situation where the firm had no competition. Why innovate 
or develop new products if you have a captive market?
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6.2.7: The Unexpected Relationships - INVRD, INVFIN and 
FINANCE
No relationship was put forth for these variables, they 
were not expected to be explanatory variables in the use of 
marketing information. The three variables do however have a 
positive relationship with the use of marketing information.
The involvement of R&D/Technical Services (INVRD) in 
particular is included in both final regression models. The 
Involvement of the finance function in the NPDP (INVFIN) and 
the influence that the function has (FINANCE) are each 
included in one of the final regression models. The 
inclusion of these variables highlights the importance of 
these functions in the NPDP. The marketing function is not 
the only significant company activity in the NPDP.
R&D/Technical Services should work closely with the 
marketing function in NPD activities. If marketing performs 
its function effectively it should provide R&D/Technical 
services with the marketing information necessary to develop 
a product offering that will meet customer needs. This study 
indicates that the involvement of R&D/Technical Services 
(INVRD) in the NPDP does lead to greater use of marketing 
information.
The importance of the finance function of an 
organisation in NPD activities has been well documented, 
however the impact that the influence and involvement of 
this function has in determining the use of marketing 
information has not. A possible explanation for the results 
in this study may be that the need to satisfy the finance 
function of the viability of proposed NPD activities may
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well result in a greater use of marketing information to 
dispel any misgivings about the proposal.
The involvement of the R&D/Technical Services and 
Finance functions of the company in the NPDP seems to 
require the greater generation of marketing information so 
as to possibly satisfy these company functions special 
concerns regarding the NPDP.
6.3: CONCLUSION
This chapter has addressed the primary research 
objective of the study by examining the hypotheses and key 
findings of the two regression models used to determine 
which factors affect the use of marketing information in the 
NPDP. An examination of expected relationships and 
accompanying empirical evidence was conducted, with a 
discussion of the findings included. The next chapter will 
summarize the study and provide some conclusions regarding 
the objectives of this study and indicate some future 
research directions.
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CHAPTER 7: SUMMARY AMD CONCLUSIONS 
INTRODUCTION
The purpose of this chapter is to provide a summary and 
some conclusions of this research study. The following issues 
will be discussed: the objectives of the study; the research 
design and methodology used; the data analysis procedures 
used; and, the major findings of the data analysis. The
contributions of this research and its limitations are also
highlighted. Finally, directions for future avenues of 
investigation are provided.
7.1: Objectives of the Study
This study was designed to empirically examine the
information use practices of marketing executives in the NPDP.. 
In situations of complex marketing decision-making the types 
of marketing information used play a critical role in the
effectiveness of these marketing decisions - the NPDP being no 
exception. Despite the critical importance of marketing 
information to the effectiveness of the NPDP, inadequate 
attention had been given to the factors which affect the use 
of marketing information in the NPDP. As a result the primary 
objective of this research has been to develop a regressional 
model which explains the variance in the use of marketing 
information in the NPDP and indicates the key variables 
impacting on the model. It is clearly beyond the scope of any 
one study to investigate all aspects of such a general model, 
therefore only a part of the model was examined. The general 
model is founded on much of the literature regarding the use 
of marketing information in marketing decision-making.
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7.2: Research Design and Methodology
This study employed a retrospective research design which 
required the respondent to recall aspects of their NPDP 
behaviour within the past 3 years. A "key informant" was used 
who had participated in NPD activities within the specified 
time period. The measurement instrument used to collect the 
data was a self-administered questionnaire. The response rate 
for the study was 201 responses from an eligible 775 
respondents or approximately 26%.
7.3: Method of Analysis
Multiple regression analysis was the statistical tool 
chosen for the major part of the data analysis. Before their 
inclusion in the multiple regression equations several of the 
independent variables, and the two dependent variable measures 
required refinement so as to enable their use in the models. 
Using factor analysis and tests of reliability, indices were 
created for eight of the twenty five independent variables 
initially tested in the regression models. The dependent 
variable "marketing information use" was measured by the 
creation of two indices.
Two -regression models were used, one for each measure of 
the dependent variable ("time" and "use" measures of marketing 
information. The first step in the multiple regression 
analysis was the use of a stepwise regression equation as a 
screening mechanism to eliminate many of the obviously non­
significant variables from the equations. A forced regression 
model was then used to further refine the regression equations
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until the remaining variables were significant at a 0.05 
level. The results of the analysis indicate that the 
regression models have a high degree of convergent validity 
and explain respectable amounts of variance (adj R2 of .34 and 
.25, respectively).
7.4: Summary of the Results
The purpose of this section is to review those results 
which are related to the major research questions posed at the 
end of the first chapter.
Research Objective 1: To determine the organisational, 
product/market, or company characteristics which are related 
to the use of marketing information in the new product 
development process.
The findings indicate that the following are the key 
explanatory variables in the use of marketing information: (i) 
variables related to the existence of a formal marketing 
department; (ii) the involvement of R&D/Technical Services and 
Finance in the NPDP; (iii) and the level of competition in an 
industry. None of the four organisational structure variables 
were found to have significant explanatory power.
Research Objective 2: To understand which sources of marketing 
information managers use in the new product development 
process.
Competitor Analysis, the Salesforce, Consumer Complaints, 
Customer Visits and Expert Advice stand out as the most 
frequently used sources of marketing information in the NPDP. 
The point to note is that they are all informal forms of 
marketing information with their value lying in the ability to 
provide greater insights and "feel", than the more formal 
marketing research techniques.
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Research Objective 3: To determine whether specific marketing 
information sources are related to specific stages of the new 
product development process.
Table 5.4 provides a detailed explanation of this however 
one trend was clearly evident i.e., that informal sources of 
marketing information tend to be used at an earlier stage of 
the NPDP than formal marketing information sources, which tend 
to be used at later stages. This could indicate that as the 
NPDP progressed "hard facts" and demand quantification are 
required more than "feel" in decision making.
7.5: Contributions of the Study
The major contribution of this study is the development 
and testing of a comprehensive model of marketing information 
use in the new product development process. This model is 
important as it brings together much of the disparate 
literature in the marketing information use area. The 
examination of precisely which kinds of marketing information 
and at what stages in NPDP this marketing information is used, 
can only enhance our understanding of the NPDP with an aim to 
help improve its efficiency.
7.6: Managerial Implications
Past studies have shown that the effective use of 
marketing information in NPDP is a critical factor in the 
effectiveness of such a process. This study has provided a 
small stepping stone along the path of a better understanding 
of marketing information use practices of management
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executives when confronted with new product development 
issues.
By outlining some of the existing marketing information 
use activities of other companies managers have the 
opportunity to assess their current activities against a 
benchmark (though simplistic in its form). Such an examination 
can be beneficial as it allows management to reassess their 
marketing information needs in the quest for the ultimate goal 
of NPDP efficiency i.e., an increased NPD success rate.
Specifically, the use of informal and formal marketing 
information seemed to follow a pattern, where early in the 
NPDP, informal information sources were used and later on the 
more formal techniques were used. The implications of this for 
management can be numerous; .
Is this necessarily the best pattern of information use 
in terms of NPDP efficiency? The advantages offered to 
management by informal sources of marketing information lie in 
the relative ease of availability, less time consumed in 
obtaining them and the lower financial costs, compared to the 
more formal types of marketing information.
This is evident by the emphasis placed on the salesforce 
by management as a key source of informal marketing 
information. However there is little evidence indicating the 
salesforce as an effective or efficient source of marketing 
information for NPD activities? Is effectiveness being traded 
for convenience? The most effective mix of marketing 
information to be used by management for NPD activities will 
be a contentious issue for the foreseeable future. This study
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raises this issue by providing a stock-take of the current 
situation.
The role of the marketing function within an organisation 
also has implications for management. The existence of such a 
function implies the use of marketing information in NPDP. 
However marketing information acquisition as such, is of 
little value to management unless it can be utilised in a 
manner which is beneficial. Is marketing information being 
used to the full advantage of the company? Does the marketing 
function have the necessary resources to perform the 
information gathering activities viewed as essential to 
effective new product development? Could a lack of resources 
be the one of the reasons for a reliance on informal sources 
(and consequent reluctance to utilise highly sophisticated 
marketing techniques) of marketing information in early stages 
of NPDP?
These are a few of the implications for management when 
examining the findings of this study, depending on each 
managers particular NPDP circumstances differing aspects of 
the NPDP will be of concern to them.
7.7: Limitations of the Study
The major limitations of this study lie in the research 
methodology used, and the size and generalizability of the 
sample. Concerning the research methodology, a "typical" new 
product activity was chosen as the basis for the study, which 
does will not provide as accurate detail as would the 
examination of a specific and perhaps current new product 
activity. Unfortunately to obtain the response rate necessary
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for a generalisable sample would require more resources than 
this study had available.
The amount of explained variance in both regression 
models was adequate for research studies of this nature. 
However there is a great deal of variance not explained by the 
model thus limiting its generalisabilty. Having examined the 
methodological constraints the sampling issues will be briefly 
examined.
The final sample consisted of 201 firms. A larger sample 
would reduce problems associated with the use of multivariate 
techniques on such sample sizes. The generalizability of the 
sample is questionable as the respondents were located in only 
two Australian states. Further, there was a high non-response 
rate among food manufacturing firms. Even though these are the 
most industrialised and populous states of Australia other 
states may exhibit differing information use practices.
7.8: Future Research Directions
The NPDP is for many firms a critical function in daily 
corporate activity. In many instances it utilises a great deal 
of a company's resources with the results ranging from 
disastrous to major successes, but overall the new product 
failure rate remains unacceptably high.
A better understanding of the information use practices 
of marketing executives involved in the NPDP should lead to 
further research directed at linking the use of marketing 
information to the improvement of the efficiency of the NPDP. 
Much research (particularly Cooper's work) has indicated that 
successful new product development is not due merely to luck,
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but is a controllable process which relies greatly on 
management competence in determining success or failure.
Apart from examining the link between information use and 
successful new product development, further examination into 
the use of marketing information should be undertaken. Figure 
3.1, the general model of factors affecting the use of 
marketing information in the NPDP examined the four levels of 
variables which are thought to be important in explaining 
information use (i) organisational characteristics (ii) 
company variables (iii) product/market characteristics and
(iv) individual level characteristics, it was beyond the scope 
of this study to examine all of these variables. In 
particular, individual level characteristics should be 
examined to determine their impact upon information use in the 
NPDP.
The relationship between the use of marketing information 
and the NPDP does require further investigation, it is evident 
that key aspects of it have been neglected for a period of 
time. Due to NPDP's importance to the firm, greater 
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DEPARTMENT OF MANAGEMENT 
UNIVERSITY OF WOLLONGONG
A STUDY OF HOW COMPANIES USE MARKETING INFORMATION 
IN THEIR NEW PRODUCT DEVELOPMENT ACTIVITIES
SECTION 1 : BACKGROUND INFORMATION
Q. 1 During the past 3 years have you been involved in any of the new product development (NFD) 
activities listed below. If you have, please indicate which types of NPQ by circling the apprcpnate 
answer.
If you have not been involved, could you please pass this questionnaire on to someone in your 
organisation who was.
C A TE G C R IE S : Please Circle
a. Introducing "new to the w orld " products YES NO
— procucts that create an entirely new marxst
If YES. please describe briefly: ...............................................................................................................
b. New product lines
-  new products that, for the first time allow the c: 
If YES. please describe briefly: .......................
YES
any to enter an established marxet.
NO
c. A dd itions to ex is ting  product lines YES NO
If YES. please describe briefly: ..............................................................................................................
d . Im provem ents/rev is ions to existing products YES NO
If YES, please describe briefly: ..............................................................................................................
e . -  R e p o s it io n in g  YES NO
-  existing procucts that are targetted to new markets or market segments.
If YES, please describe b rie fly :..............................................................................................................
f .  Cost reduc tions  YES NO
-  new products that provide similar performance at lower cost.
If YES, please describe briefly: ............................................................................................................. .
Q. 2 How many "new products” according to the above categories has your company launched in 
Australia in the last 3 years?
Please write number here:___________
Q. 3 What percentage of total annual sales do these products represent?____________%
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SECTION 2 THE NATURE OF YOUR INDUSTRY 
Please C ircle






Q. 5 Do you monitor vcur competitors new product offerings?
Not 
At All
1 2 3 4 5 5
A Great 
Deal
Q. 5 Is there pressure to develop new products due to the activities of your competitors?
Net A Great
At All Deal
1 2 3 4 5 5 7
SECTION 3: COMPANY DEPENDENCE ON AND EXPERIENCE WITH THE MEW
PRODUCT DEVELOPMENT ACTIVITIES
Pie ase C ircle
Net Very Very
Q. 7 Ccmcarec to ether firms in your Industry how Impera.nt ¡mocrisnt
important are new products to your firms success? 1 2  3 4 5 5 7
Q. 3 Hew important is NFD to companies in your
particular industry? 1 2  3 4 p 5 7
Q. g How imccnant is NPD recarceri bv top manage-
ment in ycur company? « ç n ^ = 5 7
Q. 1 0 How excerienced wouid veu rate ycur company in NPD? Very
Inexperienced Experienced
1 2 3 4 5 5 7
CO ni CT ION 4: THE STRUCTURE OF NEW PRODUCT DEVELOPMENTT ACTIVITIES
Q . 11 Is there s formal marketing depanment/division in your organisation? Please circle YES NO 
If NO, who is responsible for the marketing function?
If YES, (i) How many people are employed in:
'sales? Full-time:__________  Part-time:
* marketing? Full-time:__________  Part-time:
(ii) Of these marketing people what percentage are assigned to new product 
development? : __________ %
(Hi) What is the approximate annual marketing budget for your firm? Please circle the. 
appropriate number:
1. $0-$250,000 4. St mil -  S3 mil
2. $250,001 -3500,000 5. $3 mil -  $5 mil
3. $500,001 — $1 mil 6. $5 mil +
Civ) What percentage of this is devoted to market research? : ___________?
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SECTION 5: YOUR ORGANISATION AND YOURSELF
In this section we would like to ask you the following questions about your organisation and the way you see 
your job as it relates to NEW PRODUCT DEVELOPMENT. Please use your past new product 
development activities as a reference.
Q.1 2 Please indicate the extent to which you AGREE or DISAGREE with each statement.
Circle one number on each line which best reflects your opinion.
S T A TE M E N T Strongly
Disagree





I make up my own rules concerning NPO activities 1 2 3 4 5 6 7
There is no specific rules manual for new product 
development procedures t 2 3 4 5 5 7
Everyone has a specific job to do 1 2 2 4 5 5 7
We have to follow strict operational procedures at all times 1 2 3 - 5 5 7
The authority to make new product development decisions 
lies in the hands of a few managers 1 2 3 4 3 6 7
There can be little action taken on NPO activities until a 
superior approves a decision 1 2 3 4 5 6 !
If I wish to make my own decisions I will be quickly 
discouraged 1 2 3 4 5 6 7
Even small matters on this job have to be referred to 
someone higher up for a final answer 1 2 3 A 5 6 7
When something goes wrong I have a great deal of 
discretion 1 2 3 4 5 6 7
Most of the new product development activities I am 
involved with are of the same type 1 2 3 4 5 6 7
The people involved in NPD activities are usually 
specialists in a particular area 1 2 3 4 5 6 7
There are clear and well defined divisions of labour in 
NPD activities 1 2 3 4 5 6 7
There is a tendency for people to be involved in more 
than one new product development activity 1 2 3 4 5 5 7
Most people who are involved in NPD activities possess 
professional qualifications 1 2 3 4 5 6 7
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SEC i ION 6: YQUR COMPANY’S NEW PRODUCT DEVELOPMENT ACTIVITIES
i he following represents the key stages of the new product development process (NPDP). We 
are trying to determine the relative imconance of these stages for companies. Please read the iollowina 
description or the NPDP stages then continue to Q.13. ~
‘AGES
New product stra tegy -  senior management deciding th Cl developing new products is important 
for the company's success, and then deciding on how to go about new product development.
idea Generation — sources of new product ideas.
Screening and Evaluation -  eliminating poor ideas and the cevelcoment of the better ideas 
into concepts. These concepts are then evaluated funner to determine their value.
Concept testing -  presenting the product description to a croup of potential users for their 
thcugnts and suggestions on the concept.
Business Analysis -  surviving concepts are evaluated for tneir viacility as business propositions. 
Development -  the physical development of the product.
Testing -  the fine tuning of your product and marketing m:x on a small market oner to a fui! launch 
on a mater market.
Commercialisation — laun.cn onto the market piece a.nc mcnitcnnc its performance.
C .1 Here we are looking at wnicn stages of the new product be 
company typically goes through a no the relative imconance pia:
Please circle the relevant stages your company typically goes
riccme.nt process (NPDP) your 
c on eac.n c; these stages.
Is this stage }-low Im portant Is
typ ica lly  carried cut sta ce?
Net Very
Yes Nc Imponer,t Importera
-, _ New Product Strategy Y N 1 2 3 4 5 5 7
2. Idea Generation Y N 1 2 3 4 5 5 7
o Screening & Evaluation Y N I 2 3 4 3 6 7
4 . Concept Testing Y N 1 2 T 4 3 6 7
5_ Business Analysis Y N 1 2 T 4 5 S 7
5. Development Y N 1 2 n 4 5 6 7
7. Testing Y ’ N 1 2 3 4 5 6 7
8. Commercialisation Y N 1 2 3 4 5 6 7
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SECTION 7: WHAT kinds of MARKETING INFORMATION are typically used at each stane of the
NPQ process and in WHICH staces are these tvoes of information used?
Here we are trying to find out the kinds of marketing information used and where it is used.
By "use" of information we mean:
’ actually referring to an information source,
* receiving information from sources, and the degree to which the information has some 
influence over your new product development activities.
The easiest way to answer this question is to fellow the' example provided, go down the column stage by 
stage and tick the information type if it is used.
CIRCLE appropriate number STAGE IN NPD PROCESS
SOURCES OF 
MARKETING INFORMATION
Consumer Complaints © 1 2 2 A
/
6 . I1 5
Competitor Analysis © ' 1 2 n\j A 5 5 7 1 5
Suppliers '1 1
2
2 A 5 S
_ i/ I a ;
Retailers 1 1 2
„  IU I A 5 3
i
' 1 8
Saiesfcrce ■ h : 1 2
„ io A 5 6 7 ! 8
Customer Visits ~:1 ■> 1 2 3 A o 5 7 3
Expen Advice . © : 1 2 3 A 5 6 7 3
Trade Journals 1 2 3 A 5 6 7 3
Trade Shew Displays w ©
©VE
1 2 no A 5 6 7 3
Lite rature Search
y-j_-
2 3 A 5 6 7 3
Trade Association Data 1 2 3 A 5 5 7 3
Universities w g . 1 2 3 4 5 6 7 8
Overseas Parent Company
S t
1 2 3 4 5 6 7 3
Data Ease Search -.1 , -t : 1 2 3
4 5 6 7 3
Formal Market Research
* Consumer Panels ¡ ¡ Ì 1 2 3 4 5 6 7 8
Telephone Surveys
t e l
1 2 3 4 5 6 7 3
* Mail Questionnaires
Es-:-*"?
1 2 3 4 5 6 7 3
• Syndicated Research 1 2 3 4 5 6 7 3
* One on One Interviews BgZ? 1 2 3 4 5 6 7 8
Focus Group Interviews
f i r n
SS???'
1 2 3 4 5 6 7 3
Foreign Market Search 1 2 3 4 5 6 7 8
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SiLCTIQN JL____ THE IMPORTANCE o f  VARIOUS t y p e s  o f  m a r k e t in g  in f o r m a t io n
Q.1 4 This question is designed to assess the information sources you typically use in your new product 
development activities. 1 1
Please circle the appropriate numbers.
How much time Is How In fluentia l Is
typ ica lly  spent th is  Inform ation on
obta in ing th is  in form ation? dec is ion  making?
Very A Very A
Little Lot Little Lot
ië^GZÇpNS l i e ® #
"T • y y'-47V:'5-& n
Consumer Complaints 1 2 3 4 5 5 7 1 2 3 A Ç 6 7
Competitor Analysis 1 2 O 4 5 5 7 1 2 3 4 5 5 7
Suppliers 1 2 2 À 5 7 1 2 3 4 5 5 7
Retailers 41 2 3 4 5 6 7 1 2 2 4 3 S 7
Salesforce 1 2 3 4 5 5 7 1 2 2 -* 0 5 7
Customer Visits 1 2 0 4 3 5 7 1 2 3 4 5 3 7
Expert Advice 1 2 n À 5 5 7 1 2 o 4 3 5 7
Trade Journals 1 2 3 4 5 6 7 1 2 2 4 3 5 /
Trade Shew Displays 1 2 -7 A 5 6 7 1 2 2 A ^ 5 7
Literature Search 1 2 3 4 5 5 7 1 2 2 4 3 6 7
Trade Association Data 1 2 3 A 5 5 7 1 2 3 4 3 6 7
Universities 1 2 3 4 5 5 7 1 2 n 4 3 6 7
Overseas Parent Company 1 2 3 4 5 6 7 1 2 3 4 5 5 7
-Formal Market Research
* Consumer Panels 1 2 3 4 5 6 7 1 2 n 4 5 6 7
’  Telephone Surveys 1 2 3 4 5 6 7 1 2 3 4 5 6 7
* Mail Questionnaires 1 2 3 4 5 6 7 1 2 3 4 5 6 7
* Syndicated Research 1 2 3 4 5 6 7 1 2 3 4 5 6 7
* Personal Interviews 1 2 3 4 5 6 7 1 2 3 4 5 6 7
* Focus Group Interviews 1 2 3 4 5 5 7 1 2 3 4 5 6 7
* Foreign Market Search • 1 2 3 4 5 6 7 1 2 3 4 5 6 7
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SECTION 9: INTERCOMPANY INVOLVEMENT IN NEW PRODUCT DEVELOPMENT
ACTIVITIES
Q . 1 5 Please circle the appropriate numbers to indicate in which stages of the new product development 
process the following company functions typically have some input.
. COMPANY FUNCTIONS
STAGES OF NEW PRODUCT 
D E V E LO P M E N T
E G .NEW PRO DUCT STRATEGY^?.?*
New Product Strategy 
Idea Generation 









1 4 0 o
Q .1 6 How influential are the following functions in the overall new product development process? 





Finance 1 2 3 4 5 6 7
Engineering 1 2 3 4 5 6 7
Manufacturing 1 2 3 4 5 6 7
R&D/Technical Services 1 2 3 4 5 6 7
Marketing 1 2 3 4 5 6 7
Market Research 1 2 n 4 5 6 7
Legal 1 2 3 4 5 6 7
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SECTION 10: DETAILS CONCERNING YOUR ORGANISATION  
Q . 17 What is the nature of your business? (e.g. Pharmaceutical, industrial manufacturer etc.):
Q . 1 8 What is the approximate number of full-time employees in your organisation in Australia?
Q . 1 9 What was your organisations Australian sales/turnover last financial year (use budget if govt.)?
Please circle the appropriate answer
1. Less than $10 mil 5. $151-$200 mil
2. $10 -$ 5 0  mil 5. $201 -  $200 mil
3. $51 -$100  mil 7. $200+ mil. Please specify:....................................
4. $101-S 1  SO mil ’
At this stage I would like to express my gratitude for the time you have taken to complete this questionnaire. 
Strict confidentiality is assured so if possible could you please complete the few remaining questions.
Q.2Q What is your job title:
Q . 21 Would you like an Executive Summary of the research findings?
Please crcle YES .................................................. 1
NO .....................................................2




Thank you for your co-operation.
* Please put the questionnaire in the envelope provided*
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